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The purpose of this study was to explore the perceptions and attitudes of textile and 
apparel industry human resource representatives toward what they consider marketable skills 
possessed by textiles and apparel Master's graduates. Overall, this study explored the 
willingness of textile and apparel business and industry employers to huie Master's graduates, 
and the types of skills, coursework, and experience needed and wanted in employees with a 
Master's degree. 
Data were collected with a mail survey of human resource representatives from 100 textile 
and apparel manufacturers, store retailers, and catalog retailers with an annual organizational 
revenue of over $25 million. 
Results indicated that the possession of a Master's degree was not considered valuable by 
most employers in the textile and apparel industry. However, if a Master's graduate possessed 
the resources of previous work experience, high interpersonal skills, and high intellectual skills 
and had an emphasis in marketing or production management, the overall value to some textile 
and apparel employers increased. Textile and apparel Master's graduates were rated relatively 
high in intellectual abilities, but in comparison, lower on interpersonal skills and knowledge 
gained from work experience. Conn-asted against the qualifications that human resources 
personnel weighted most strongly when making hiring decisions, textiles and apparel Master's 
graduates are only perceived to be well qualified in one of three important areas. Textiles and 
apparel Master's graduates are perceived as possessing more design and merchandising 
knowledge; however, employers indicated that business-related knowledge was more 
desireable for their employees to have. 
Results indicate that Master's programs in textiles and apparel should be evaluated to 
determine if they are providing effective education for students wanting to go into industry. 
For applied programs, curricular requirements should incorporate possible work experience 
credit or internship credit to ensure that Master's students are obtaining some previous work 
xi 
experience. Emphasis in designing curricula to develop interpersonal skills of Master's 
graduates should also be addressed. Advisors of Master's students in applied textiles and 
apparel programs should counsel students on program emphasis, work experience, and the 
types of knowledge, skills, and abilities most valued in employees by textile and apparel 
employers. 
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CHAPTER 1: INTRODUCTION 
Background 
Many educational philosophers argue that the cognitive processing skills that students 
hone while obtaining specific knowledge are more valuable and enduring than the knowledge 
itself (Klemp, 1980). Satisfaction and enjoyment of the knowledge gained while in school has 
also been seen as a benefit of higher education (Lynton, 1984). As students and their parents 
face rising higher education costs, benefits such as cognitive processing skills and enjoyment 
of learning are often seen as secondary in importance, with the concern for students obtaining 
employment in their chosen fields upon graduation of primary importance. Many people are 
calling upon public universities to address the question of whether their products (or students) 
are meeting the needs of the "target market" of employers (Asche &. Vogler, 1980; Coughlin, 
1977; Cowles & Franzak, 1991; Karr, 1990). Student expectations are likely to continue to 
focus on career prospects and end-goal outcomes as costs of higher education continue to rise 
(Chickering, 1980; Spitzberg, 1980). 
Rising costs of higher education and declining enrollment often go hand-in-hand. 
However, one area of student enrollment that does not appear to be declining is Master's 
programs, considered to be the growth industry of graduate education (Pelczar, 1980). The 
recent proliferation of Master's programs (Casanova, Johnson, Vidoli, & Wangberg, 1992) 
may be evidence that schools are attempting to meet the career needs of students, or that 
students are seeking advanced degrees to give them a stronger competitive advantage in the job 
marketplace. Once considered only as a stepping stone to the Ph.D., Master's programs have 
two additional purposes: 1) serving the avocational interests of students who study for the sake 
of advanced learning, and 2) for advanced education in a wide array of disciplines serving 
highly specialized professional objectives (Spencer, 1986). 
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The responsibility of educational institutions to their students is to recognize and 
communicate the different functions of their particular programs and to evaluate whether the 
education obtained by their graduates is beneficial for the students and society (Spencer, 1986). 
For students who enroll in graduate school to increase their knowledge for application in 
industry, schools need to determine whether the graduate program is preparing them for 
employment that meets the needs of employers (Lucas, 1980; Miller, 1980). 
To determine whether Master's programs in clothing and textiles are meeting students' 
demands, educators should examine past and current hiring practices of the textile and apparel 
industry and the attitudes of employers toward textiles and apparel Master's graduates. 
Some interest has been shown by textiles and clothing faculty (i.e., the October 1992 
ITAA roundtable discussion)^ to examine what careers exist for students once they have 
obtained a Master's degree. Although studies have focused on textiles and apparel 
undergraduate competencies for the textile and apparel industry (Fair, Hamilton, & Norum, 
1990; Gamer & Buckley, 1988; Kotsiopulos, Oliver, & Shim, 1993), the question remains 
whether students with textiles and clothing Master's degrees are marketable and whether this 
advanced degree is considered valuable and/or necessary by employers in the textile and 
apparel industry. 
Statement of the Problem 
The purpose of tiiis study was to explore the perceptions and attitudes held by textile and 
apparel industry human resource representatives of the skills possessed by textiles and apparel 
Master's graduates. This study also provided insight into what employee attributes were 
needed to fill positions in the textile and apparel industry, and the types of skills, coursework, 
and experiences wanted in employees with a Master's degree. In addition, this study explored 
whether a Master's degree was considered necessary or valuable to those responsible for hiring 
' Annual Meeting of the International Textile and Apparel Association, October 1992, Columbus, OH. 
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in business and industry. Overall, this study explored the willingness of textile and apparel 
business and industry employers to hire textiles and apparel Master's graduates. 
The five specific objectives of this research were to: 
1. Identify employee attributes needed for jobs in the textile and apparel industry. 
2. Identify perceptions held by employers in the textile and apparel industry of Master's 
degree recipients in textiles and apparel. 
3. Identify strengths and weaknesses of Master's graduates in textiles and apparel as 
perceived by employers in the textile and apparel industry. 
4. Explore variables that may help predict the value of a textile and apparel Master's graduate 
to business and industry employers. 
5. Identify characteristics of textile and apparel firms that may have job opportunities 
available for textile and apparel Master's graduates. 
Research Approach 
The research goal of this study was descriptive and exploratory in nature, due to the lack 
of previous research on this subject (Gay, 1992). Data were collected via a mailed, self-
administered survey. The survey asked respondents questions regarding company 
characteristics, desirable employee characteristics, jobs for Master's graduates in their fums, 
and perceptions of the Master's degree in textiles and apparel. In addition, the survey included 
questions involving four hypothetical job applicants in order to determine a willingness to hire. 
Data from the survey were compiled and analyzed using univariate statistical techniques, 
mulitple regression, and discriminant analysis. 
Theoretical Perspective 
Exchange theory guided the selection of variables for the study and provided a focus for the 
analysis of the results. In his initial theory of social exchange, Romans (1961) attempted to 
explain the social interaction outcomes and processes that occur when people seek to exchange 
resources. Richard Bagozzi (1975) took social exchange theory one step further in explaining 
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marketing transactions. He defined exchange as an interaction in which tangible and intangible 
entities are transferred between two or more parties. Although money is often exchanged for a 
product or service in marketing transactions, Bagozzi also believed that thoughts, feelings, and 
experiences held by the parties involved in the exchange require consideration. Bagozzi 
(1979) defined actions, experiences, and outcomes as the consequences of the exchange 
process. 
Critical to determining the consequences of exchange is the need to ascertain the value of 
the products and/or services and the value of actions, experiences, and outcomes in question. 
Applied to the problem of determining the marketability of a Master's degree in textiles and 
apparel to business employers, the value derived from the product can be seen as the value 
assigned to the possessor of a Master's degree in textiles and apparel by those who make hiring 
decisions. In assessing the value of a Master's degree in textiles and apparel, this study 
explored a single component of Bagozzi's (1979) marketing-as-exchange theory, namely, the 
resources of an entity. It examined the knowledge, skills, and abilities of a textile and apparel 
Master's graduate. The study also analyzed the level of formal education and type of Master's 
degrees usually possessed by current employees in the textile and apparel industry. 
Definitions 
Employee Attributes: Skills, personal/interpersonal characteristics, education and experience 
that employers deem desirable in an employee (Cowles & Franzak, 1991). 
Exchange: A transfer of something tangible or intangible, actual or symbolic, between two or 
more social actors (Bagozzi, 1979, p.434). 
Textile and Apparel Industrv: All national and international business and industrial 
organizations direcUy concerned with the development, manufacture, or selling of textile and 
apparel or related products. 
Assumptions 
1. All questionnaires were answered truthfully and to the best of the respondents' abilities. 
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2. Respondents were able to describe their perceptions of desirable employee attributes. 
3. The questionnaire for textile and apparel industry human resource representatives was 
adequate and appropriate for measuring perceptions of and attitudes toward employee 
attributes and hiring practices of an organization. 
4. For purposes of population and sample selection it was assumed that textile and apparel 
organizations producing a greater volume of business and employing more personnel were 
more likely to hire employees with Master's degrees. 
Limitations 
1. Attitudes toward hiring textile and apparel Master's graduates may not reflect actual hiring 
practices. 
2. Mail questionnaire format limits ability to clarify confusion on the part of die respondents. 
3. The sample was limited to organizations with an annual revenue over $25 million 
(except where noted) and thus findings cannot be applied to organizations witii 
annual revenues under $25 million. 
Three-Phase Master's Degree Research 
This study was the second in a three-phase research plan focusing on the Master's degree 
in textiles and apparel. Phase I was a study to measure textile and apparel faculty perceptions 
of and attitudes toward the employability of textile and apparel Master's graduates. 
Information collected in Phase I included: 
1. Textile and apparel faculty perceptions of their programs and industiy employment 
prospects for Master's graduates. 
2. A listing of employee attributes that Master's graduates can bring to employment in 
the textile and apparel industry as perceived by textiles and apparel faculty. 
Findings from this faculty study were used to partially develop the instrument in the present 
study; however, results from this study will not be included in the body of this paper. 
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Phase n (the present study) included the data collected from human resource 
representatives in the textile and apparel industry. Objectives of this research have been 
previously discussed. 
The third phase of research will compare results obtained from both Phase I and Phase H. 
Objectives for Phase IE are to: 
1. Explore the similarities and differences in the perceptions and attitudes held by textile 
and apparel faculty and by employers toward a Master's degree in textile and apparel. 
2. Explore the similarities and differences in the beliefs held by employers and by textile 
and apparel faculty of attributes that are required and desired for Master's degreed 
employees in the textile and apparel industry. 
3. Determine and analyze discrepancies between the two components of "consumer" and 
"producer" of Master's degree recipients. 
Results from Phase in of this overall research plan will not be included in the body of this 
paper. 
Funding for all phases of the Master's degree research was granted by the International 
Textile and Apparel Association with support from VF Corporation and Sunbury Textile Mills. 
Dissertation Organization 
Following the previous introduction, justification, objectives, definitions, and limitations 
of the study, this paper proceeds to Chapter 2 where the literature used in developing this 
research is discussed. The theoretical framework of the study is presented in this chapter as 
well as the variables to be explored and the hypotheses to be tested. Chapter 3 describes the 
research methods used to organize and conduct the study including questionnaire development, 
mailing procedures, and techniques for data analysis. Chapter 4 presents the results and 
discussion of the study including response rates, respondent and organization demographics, 
and statistical analyses from the multiple regression, factor analysis, and univariate procedures. 
Also presented in this chapter is a discussion of the decision criteria used by textile and apparel 
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business and industry employers to hire Master's graduates. Chapter 5 presents a summary of 
the study, including overall implications for textile and apparel educators and Master's degree 
programs and suggestions for further research. 
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CHAPTER 2: LITERATURE REVIEW 
Introduction 
Three categories of literature provide information and an overall framework for analyzing 
variables of the study. Literature that pertains to whether a textiles and apparel Master's degree 
is considered valuable and/or necessary to those in the textile and apparel industry includes: 1) 
Master's degree employment studies, 2) employer expectations of employee attributes, and 3) 
exchange theory. 
Master's Degree Employment Studies 
With an unstable economy, many companies in the U.S. are considering options for 
downsizing. In many instances, the labor forces of economically-threatened companies are the 
first to experience cutbacks, both in the total number of employees and monetary resources 
(Bounds, 1994). On the other hand, companies want to tap into new markets to improve 
profits. To compete in the expanding global economy, U.S. companies will need better 
educated personnel. 
Academic institutions at all levels have recognized and responded to the question of 
whether their "products" or students are meeting the needs of the "target market" of employers 
(Asche & Vogler, 1980; Coughlin, 1977; Cowles & Franzak, 1991; Karr, 1990). Master's 
degree employment studies have grown in number over the past several years, and many 
disciplines have developed ways with which to measure what employers need from students 
graduating from these universities. 
Master's Payees 
According to Peterson's Annual Guides to Graduate Study (Marsteller, 1983), over 600 
distinct titles for Master's degrees exist, largely due to the significant increase in programs that 
stress application rather than traditional research and theory. Almost all of these professional 
Master's degrees stem from programs that lead to specialized entry-level positions in related 
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professions or to supervisory careers. By 1988, there were nine times as many Master's 
graduates as doctoral graduates, a steady increase from 1960 when there were seven times as 
many Master's degrees awarded as doctoral degrees (Casanova, Johnson, Vidoli, & 
Wangberg, 1992). 
Need for Master's Graduates 
The Master's degree is the growth industry of graduate education for several reasons. 
Glazer (1988) maintained enrollment is expanding because the Master's degree is considered a 
terminal credential for gaining access and advancement in the professional marketplace. 
Pelczar (1980) argued that the Master's degree"... is a level of higher education that a larger 
and larger percentage of society will continue to seek to satisfy their personal desire for 
education advancement" (p. 1), and that the Master's degree is the level of education that 
society will need in order to address increasingly complex problems. Casanova et al. (1992) 
agreed that Master's programs are essential for training people to help the United States better 
compete in a global economy. Master's graduates will be leaders in the future when a globally 
integrated economy will require workers with complex skills to communicate, to analyze 
information, and to make use of this information (Casanova et al„ 1992). 
Purpose of Master's Education 
A Master's degree is traditionally seen as a stepping stone to a Ph.D. leading to a career 
in an academic institution (Blume & Amsterdamska, 1987). However, reasons for obtaining a 
Master's degree may vary. Spencer (1986) suggested that the three major functions of a 
Master's education are: 1) traditional scholarly training for careers in academia, 2) avocational 
study for the sake of knowledge, and 3) professional education for practitioners in a wide array 
of disciplines. Mayhew and Ford (1974) added that a Master's degree is good for character 
formation and research training. Although functions, purposes, and characteristics may vary 
from program to program, most Master's programs share a commitment to providing students 
with original scholarship and research opportunities. These experiences provide graduates 
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with the ability to understand, analyze, and synthesize information, a skill that companies in the 
U.S. will want in employees in order to be globally competitive (Casanova et al., 1992). 
Casanova et al. (1992) also stated that many U.S. businesses understand the importance 
and the value of the Master's degree and demonstrate this attitude by their support of 
employees pursuing advanced degree work. This belief is further supported by the findings of 
a report by The National Center for Education Statistics (1988). The purpose of the report was 
to analyze findings from the 1985 Recent College Graduates Survey conducted by tire same 
governmental department to determine employment outcomes of both Master's and Bachelor's 
degree recipients. The 1985 Recent College Graduates Survey obtained information from 
individuals who had received a bachelor's or Master's degree between July 1,1983 and June 
30,1984. Of the 18,000 graduates sampled, a 78% response rate was obtained. A primary 
focus of this survey was to determine whether having a Master's degree (as compared to a 
bachelor's degree) made a difference in employment outcomes of graduates. Results indicated 
that having a Master's degree had a positive effect on salary within one year of degree 
completion with an average annual salary of approximately $4,700 more than Bachelor's 
degree recipients. Master's graduates also were more likely to be employed than bachelor's 
graduates within one year of graduation and also were more likely to have a job related to their 
degree. It is important to note that the field in which the degree is earned, as well as gender, 
age, and ethnicity of the degree holders are important qualifiers of these findings. Men with 
Master's degrees earned substantially more per year than did their female counterparts. 
Minority females with Master's degrees also earned approximately $800 more per year tiian did 
white, non-hispanic females, although minority males earned slightiy less than did white males 
($25,677 and $25,891, respectively). It was also found that engineering Master's graduates 
earned the most per year averaging $30,471, while Master's graduates in humanities earned the 
least, making $16,181 per year (National Center for Education Statistics, 1988). These 
findings, however, are in direct conflict with a study conducted by the Commission on the 
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Skills of the American Workforce (Gonzales, 1991). The commission found that only 5 
percent of firms surveyed were concerned with educational levels, and that there was "little 
evidence of a long-range desire for an educated work force" (Gonzales, 1991). 
The divergent findings between the studies conducted by Casanova et al. (1992) and The 
National Center for Education Statistics (1988) and those conducted by the Commission on the 
Skills of the American Workforce (Gonzales, 1991) may be due to interpretation of the 
findings and the types of questions asked. Clearly there are some employers who do value a 
Master's degree, shown by their support for employees pursuing graduate education. It also 
may be argued that some U.S. businesses value the motivation shown by employees who 
desire to remain current in their field or who want to increase their knowledge to better perform 
their jobs. In addition, organizations may offer educational incentives as a benefit to gain and 
retain these employees. This latter interpretation also could be supported by the findings of 
The National Center for Education Statistics (1988) study which only reports what companies 
pay after one year of employment and not what companies pay to newly hired Master's 
graduates compared to Bachelor's graduates. However, when the variables of discipline, 
gender, age, and ethnicity are considered, there is reason to doubt the premise that all 
employers value the Master's degree. 
Previous Master's Degree Employabilitv Studies 
Many disciplines have studied the employment prospects for graduates of their Master's 
programs. The research purposes may have differed, such as determining outcomes of a 
program or use of the information to revise curricula. However, the one purpose common to 
all of these studies was to explore possibilities for the employment of Master's students after 
graduation. 
Perhaps the area where most employment potential studies were conducted was in the 
area of education. Sherman (1991) investigated the supply and demand for teachers with a 
Master's degree in the state of Washington. She found that due to requirements for new 
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teachers to have a Master's degree to receive continuing education certification, coupled with 
financial incentives for experienced teachers to obtain Master's degrees, the state of 
Washington was in a unique position of having more applicants for state Master's of Education 
programs than could be accommodated. In the area of adult and community education Mohan 
(1990) and Boulmetis (1989) reported students felt that acquiring a Master's degree was fairly 
important in being hired for their present jobs. Several respondents surveyed admitted that 
although important in acquiring their jobs, an advanced degree did not help them perform more 
effectively (Mohan, 1990). Although students may have reported that their advanced degree 
did not help their job performance, this was only the respondents' opinion and no specific 
testing was done to see whether or not their opinions were, in fact, based on actuality. Some 
of the knowledge, skills, and abilities that students obtain through coursework are not direcdy 
measurable or observable, and students could be unaware of how these gained attributes affect 
job performance. 
Academicians from nursing programs also were interested in the employability of their 
Master's graduates. A sharp discrepancy was found between the number of nurses getting 
Master's degrees and the availability of jobs for Master's graduates. Balint (1983) suggested 
that if there are few jobs for graduates with a Master's degree, then responsibility should be 
directed toward programs to reevaluate graduate curricula and the types of roles for which 
programs are preparing students. Long (1994) made a call for nursing academicians to resolve 
questions about the types of core knowledge and research preparation needed by advanced 
practice nurses. These questions were directly aimed toward encouraging programs granting a 
Master's Degree in Nursing Education to evaluate curricula for anticipation of future health care 
industry changes. 
The employability of Master's of Business Administration (MBA) graduates was also 
examined in a study by Singleton (1991). Conducted with 95 members of the Central New 
Jersey Chapter of the National Black MBA Association, an assessment was made of individual 
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and group needs for continuing education and development of business-oriented professionals. 
Although having an MBA was still considered highly important when making hiring decisions 
and was rewarded tiirough higher pay raises and additional job security, respondents felt that 
additional and continuing education needed to be available for employees with an MBA. 
Specifically noted was the need for MBAs to develop political skills for success in their 
careers. 
Applied sociology was also the focus of several employment studies. Grasmick (1983) 
concluded that sociology departments should offer several kinds of Master's programs geared 
toward different occupational ends for Master's level students who want to have careers in 
applied sociology fields. In another applied sociology study, Huber (1982) found that 
Master's students pursuing immediate employment have different needs than those pursuing 
additional graduate schooling. Huber argued that Master's students who intend to go directly 
into the job market should outiine a career-planning strategy early in the academic program, 
highlighting sociological skills obtained during their Master's program that might be valued 
assets in the eyes of employers. 
In an employment study by Cronin and Hall (1990) over 5000 surveys were mailed to 
communication industry employers, national advertising employers, personnel and training 
adminstrators, and public relations directors to determine the employment possibilities for 
Corporate and Professional Communication Master's graduates. Of the 435 surveys returned, 
a majority of the respondents reported that this degree would make qualified applicants more 
competitive, increase their earning power, facilitate advancement in the organization, and be as 
valuable as an MBA for some positions. 
As graduate programs and enrollments have increased greatly over the past several 
decades, faculty in many varied disciplines have studied whether or not their Master's students 
who want to enter the workforce upon graduation are employable in related industries. 
Combined results of these studies suggest that in many industries there is a need, and 
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sometimes a demand, for Master's graduates. Several studies have found that the needs of 
students who want to pursue employment may differ from the needs of students who continue 
their education. With this in mind, several disciplines have investigated ways in which they 
can incorporate these differences into their curricula to better serve both their students and the 
industries that employ their Master's graduates. 
Employer Expectations 
The marketability of a Master's graduate depends largely on the employment needs of an 
employer whose job it is to "maximize human capital returns gained for position offerings by 
filling jobs with the greatest possible number of best qualified applicants" (Maurer et al., 1992, 
p. 809). Employers screen job applicants according to the knowledge, skills, and abilities 
required to perform a particular job (Glazer, 1988). 
It is anticipated that employers will soon expect most employees to have knowledge, 
skills, and abilities that were previously required only of management and supervisors 
(Carnevale, Gainer, & Meltzer, 1991). This call for increased skills is due to a number of 
factors. Increasing global competition will require a more educated workforce. The textile and 
apparel industry has acknowledged globalization will require companies to know more about 
doing business abroad ".. .in terms of management, labor relations, distribution, retailing 
practices and adapting to local custom and language" (Industry leaders..., 1995, p. 17). 
Advanced technological change is another factor that will require all levels of employees to be 
able to understand increasingly complex and ever-changing information and production 
technology. The change in organizational management styles also will require employees with 
more complex skills. U.S. textiles and apparel firms are among several industries that are 
increasingly using team-based organizational systems which require decentralized decision­
making (Bailey, 1990). Cross (1985) predicted these factors will change the face of the 
workplace requiring future employees to be better skilled, adaptable, and innovative while 
working with less supervision in a less hierarchical organization. The "graying factor" also 
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will result in an increased need employees who can work in complex, changing systems 
(McNamara, 1995). As the population ages, there will be a void created in mid- to upper-level 
management ranks. No longer will industries have the luxuiy of expecting employees to work 
their way up the corporate ladder by starting at the bottom. The textile industry is aware of the 
chasm that will be left when executives with many years of experience retire from the industry. 
Jim Casey of Wellman Inc. stated that "The industry is acutely aware that we're running out of 
talent" (McNamara, 1995, p. 17), especially at the executive, engineer, and design levels. 
The anticipated changes in the American workplace have generated a collective call for 
increased collaboration between education and business focusing specifically on the 
relationship between graduates and jobs. Such a collaboration could provide both vocational 
and academic systems an opportunity to better utilize their resources and cut costs while 
remaining responsive to the needs of business (Clark, 1990). 
The call for a collaborative effort between industry and schools, coupled with changes in 
the American workplace, has been the catalyst for a number of employer expectation studies in 
recent years. These studies outline the competencies needed for employees to compete 
effectively in the workplace. Although the requirements of occupations and employers may 
vaiy widely, these studies suggest the importance of identifying employee competencies in 
three categories: 1) knowledge (including educational coursework and experience); 2) skills 
(personal and interpersonal characteristics); and 3) abilities (intellectual and physical), referred 
to as "KSAs" in industry (Asche & Vogler, 1980; Cowles & Franzak, 1991; Klemp, 1980; 
Varner & Vamer, 1980; Virginia State Department of Education, 1993). 
A review of the literature concerning workforce knowledge, skills, and abilities is 
accomplished by looking at studies that outline the competencies applicable to the entire 
workforce, followed by studies that outline the competencies required for Master's level 
graduates in a variety of disciplines. Finally, studies outlining competencies required for 
working in the textile and apparel industry will be reviewed. 
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General Studies of Employer Expectarions 
Over the last few decades, a number of studies have been generated at both state and 
national levels to assess general employee competencies that should be obtained by all workers, 
regardless of educational level or specialty. These competencies are organized under the three 
categories of knowledge, skills, and abilities. 
Knowledge 
Knowledge competencies can be separated into those gained through educational 
coursework and those gained through work experiences. 
Educational Coursework. The traditional knowledge areas of reading, writing, and 
mathematics were seen as basic or necessary competencies for everyone in the workforce to 
possess in order to compete effectively (Camevale, Gainer, & Meltzer, 1991; National 
Academy of Sciences, 1984; New England Board of Higher Education and New England 
Center for Continuing Education, 1987; Secretary of Labor's Commission on Achieving 
Necessary Skills, 1991; Virginia Employment Commission, 1991). 
Several recent studies of the general workforce stated the need for all employees to have a 
basic understanding of science and technology and the ability to understand and be able to use 
computer technology (Carnevale, Gainer, & Meltzer, 1991; Secretary of Labor's Commission 
on Achieving Necessary Skills, 1991). The Illinois State Board of Higher Education (1991) 
believed that the training needs created by changing technology were great enough to call for 
the establishment of two Centers of Emerging Technology to identify, support, and teach new 
technological skills through "cooperation between business and colleges and universities" 
(p.4). One study also concluded that it was important for all employees to possess both 
knowledge of organizational structure and management skills (National Academy of Sciences, 
1984). 
Work Experiences. Previous work experience is seen by many employers as a valuable 
component of knowledge. Employers from the service, transportation, communication and 
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utilities, finance and insurance, government, retail, and manufacturing sectors of the San 
Franciso Bay area recommended that students get experience through internships, cooperative 
work programs, volunteer work, or previous employment to better prepare themselves for 
entry-level professional employment (Murphy & Jenks, 1982). 
According to Dick Schaaf (1990), a former editor of Training magazine, knowledge 
gained through experience is the most important kind of knowledge. Said Schaaf, "Most of the 
work we do is functional in nature. Most of the education we provide is theoretical. No 
college or university is going to be able to provide the kind of functional knowledge learned on 
the job. That's why experience is still the best teacher..." (p. 94). Although Schaaf s 
opinion may not give enough credit to educational knowledge, some programs are beginning to 
give credit for previous experience (Illinois State Board of Higher Education, 1991). 
mm 
Personal and interpersonal skills are somewhat hard to quantify and measure as outcomes 
of education, yet it is nonetheless important to identify these characteristics which are 
considered essential for successful employment. 
Personal. The personal characteristics of sincerity, interest, confidence, ethics 
awareness, and tact were considered most desirable for service, manufacturing, and sales 
positions for entry-level marketing positions (Cowles & Franzak, 1991). A survey of 
employers conducted by the Secretary of Labor's Commission on Achieving Necessary Skills 
(1991) also considered the personal characteristics of self-esteem, sociability, and honesty as 
important for employees to possess. 
Interpersonal. Teamwork and negotiation skills are becoming more and more desirable 
in employees as the world of work makes increasing demands on people to work productively 
with others (American Society for Training and Development, 1983; Camevale et al., 1991; 
Secretary of Labor's Commission on Achieving Necessary Skills, 1991; Virginia Employment 
Commission, 1991). Employers felt that many colleges were doing a poor job of preparing 
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students to supervise others and to work in teams. They saw a lack of management and 
supervisory skills as the most serious education and training problems of their employees 
(Lusterman, 1977; New England Board of Higher Education & New England Center for 
Continuing Education, 1987). Perhaps as a response to these deficiencies, employers were 
spending a greater share of their human resource budgets on providing training toward 
developing these skills in their employees (Lynton, 1984). 
Communication skills, deHned as the ability to exchange, transmit and express 
knowledge and ideas, also were mentioned as one of the most valuable of all skills for 
employees to have. Employers surveyed indicated that written and spoken communication 
skills and listening skills were the most valuable skills for their employees to possess 
(American Society for Training and Development, 1983; Camevale et al., 1991; Murphy & 
Jenks, 1982). 
Abilities 
The abilities of an employee are often categorized as intellectual or physical. 
Intellectual. Camevale et al. (1991) and the American Society for Training and 
Development (1983) both declared that learning how to learn was the foundation of all 
workplace competencies. Said Cross (1985), "Any student who graduates from high school or 
college without the cognitive skills and the attitudes and values to pursue continuous learning 
must be considered a failure of the educational system. He or she will lack the basic survival 
skills for life in the 21st Century" (p. 11) 
Having the capacity to manage information was seen as another important intellectual 
ability in a study by Murphy & Jenks (1982). Information cranked out by the use of new 
technology is quickly dwarfing the capacity anyone has to possibly absorb or use it all (Cross, 
1985). John Naisbett in Megatrends (1982) stated: "Running out of [information] is not a 
problem, but drowning in it is" (p. 24). To succeed in the workplace, it will be imperative that 
employees be able to organize, synthesize, analyze, and utilize vast quantities of information. 
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Other intellectual abilities such as problem solving, time management, decision making, 
adaptability, flexibility, and creative thinidng also were seen as important by many employers 
(American Society for Training and Development, 1983; Camevale et al., 1991; Murphy & 
Jenks, 1982; New England Board of Higher Education & New England Center for Continuing 
Education, 1987). 
Physical. Although mentioned only briefly in a few studies, physical abilities are 
considered necessary by employers for performing some job functions. Examples of physical 
abilities might include the ability to lift a certain amount of weight or to physically see defects in 
product quality. 
Master's Degree Emplover Expectation Studies 
Most Master's programs consist of five components: 1) introductory core courses; 2) a 
major concentration; 3) coursework designed to expand and strengthen the program, such as 
statistics; 4) an integrative experience; and 5) a summative experience (Glazer, 1986). 
Although sharing the same components, intended purposes and emphases may vary from 
academic to applied programs, making comparisons difficult. Traditional academic degrees are 
used largely for teaching, as a way to enhance research skills, as a stepping stone to a Ph.D., 
or for personal enrichment. Although applied degrees may have some of the same purposes, 
they are more likely to be oriented toward practice and are usually considered terminal 
education for the recipients (Glazer, 1986). 
Academic Master's Prop-ams 
The majority of Master's programs originally were designed to prepare graduates for 
college teaching. In the 1870-1890s, as enrollment in graduate schools surged after the Civil 
War, there was a dearth of Ph.Ds to assume faculty positions. Master's graduates easily could 
find teaching jobs in colleges. Although Ph.Ds were preferred. Master's graduates were 
accepted readily into the professoriate (Snell, 1965). 
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As this study does not address the reasons for obtaining a Master's degree if the goal is to 
teach or prepare for a Ph.D., discussion of the academic Master's degree will be limited. 
Although most Ph.Ds earn Master's degrees, it cannot be said that most individuals who earn a 
Master's degree go on for Ph.Ds (Snell, 1965). If most individuals who earn a Master's 
degree do not continue their education, what does the future hold for the majority of Master's 
degree recipients? 
Applied Master's Programs 
Individuals intending to go into the world of work instead of pursuing higher academic 
degrees select graduate schools on the basis of their career choice and thereby want a degree 
program that is more practice oriented than the traditionally academic (Cartter, 1976; Hugstad, 
1983). The dominant Master's program paradigm is practitioner oriented, which is justified by 
the needs of both the student and the marketplace. Said Glazer (1986),"... it may be that die 
new paradigm of graduate education is the first professional degree~a highly differentiated 
degree whose content and structure are based on more utilitarian and measurable objectives and 
directed toward more immediate outcomes that reflect contemporary societal values" (p. iv). 
The applied Master's program emphasizes "practice rather than theory, skills rather than 
research, training rather than scholarship" (Glazer, 1986, p. 83). That is not to say, however, 
that individuals graduating from such programs have less academic preparation or are less 
intellectually skilled than others enrolled in the more traditional academic Master's programs 
(ibid). 
Previous Master's Employer Expectation Studies 
Applied Master's degrees are explored most commonly in employer expectation studies. 
Such studies usually focus on the knowledge, skills, abilities, and training needed to function 
effectively in the work world. 
Master's degree programs vary greatly by discipline in competencies required of 
students. General education is usually considered to be a valuable employee attribute but may 
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have limited applicability to business situations requiring specific knowledge of content areas 
(Vamer & Vamer, 1980). Studies outlining the competencies required of Master's graduates 
from a number of varied disciplines recognize the assumption of general education having been 
satisfied before graduate school. These studies concentrate more on additional knowledge, 
skills, and abilities that will make the individual a valuable employee in the workplace. 
Several studies in the communication field yielded competencies required of Master's 
graduates by employers. An employer survey was conducted to determine employment 
opportunities and competencies required of individuals holding a Master's degree in corporate 
and professional communication (Cronin & Hall, 1990). Over 5000 surveys were mailed to 
communication industry employers, national advertising employers, personnel and training 
adminstrators, and public relations directors. Analysis of the 435 returned surveys indicated 
that employers recognized the need for effective communication in the workplace. In a position 
paper by Walhstrom and Meese (1986) competencies needed by scientific and technical 
communication Master's graduates to become future leaders in their field were identified. 
Walhstrom and Meese argued that graduates must be able to adapt to new technologies, leam 
methods of collaborative research, be adept at oral communication, know how to integrate print 
and visual media, and know the costs and institutional impact of decisions made in 
communication applications. In addition to these competencies specific knowledge areas of 
writing, editing, publication, math, computer science, science and engineering literature, 
rhetorical principles, and genres of the workplace were cited by the authors as necessary for 
scientific and technological communication Master's graduates. Possessing managerial savy, 
an ability to lead team projects, and facility in interpersonal and small-group situations were 
also seen as important. 
In the field of education, the areas of administration/management and student affairs were 
found to provide more of a balance of theoretical knowledge and practical skills for botii 
predoctoral and terminal degree Master's graduates. However, other areas in education offered 
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Master's students more competencies in methodology, practice (internships and practicums), 
and job-related coursework. In a study by Hyman (1985) 150 chief student affairs officers, 
141 directors of housing, and 162 faculty were surveyed to examine the perceptions of 
students affairs practitioners and faculty trainers regarding training for specified professional 
competencies for a Master's degree in student personnel administration. Five competency 
categories were identified by employers, students, and faculty as important for assuming an 
entry-level position in student affairs. These categories are goal setting, consultation, 
communication, assessment and evaluation, and environmental and organizational 
management. However, differences existed between the faculty and practitioners surveyed as 
to what extent Master's graduates possessed each competency. Overall, faculty perceived 
students as possessing the competencies to a greater extent than did the practitioners. 
Other disciplines have examined competencies for their Master's programs. In a study 
which parallels the present 3-phase study, Hanson (1987) attempted to provide some insight 
into the perceptions of both industiy employers and faculty in the fields of aerospace and 
banking. Interviews with 24 senior executives from 13 different corporations were conducted 
to determine what industry requires of graduate students and what university professional 
schools are attempting to provide. The deans, faculty, and placement office staff of four 
professional schools in two southern California universities were also interviewed to respond 
to the needs identified by industry. Four categories of Master's level competencies are 
considered necessary for entry-level positions including knowledge of the field, job skills, 
interpersonal skills, and work attitudes (Hanson, 1987). In aerospace engineering, it was 
further determined that knowledge of the field was of paramount importance to employers as 
compared to the banking industry where the type of job skills possessed by business 
managment Master's graduates are most important. In a comparison between the perceptions 
of survey participants from the aerospace and banking industries and higher education, it was 
determined that schools were found to be addressing only one of four competencies identified. 
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Several conclusions can be drawn from previous Master's employer expectation studies. 
All studies reviewed assume that general basic skills have been met by Master's students. 
Higher level knowledge, skills, and abilities that were identifled by employers included 
interpersonal skills encompassing oral and written communication, management (both as an 
interpersonal skill and a knowledge area), and teamwork skills. Advanced knowledge and 
experience with information technology was seen as desirable in many employer expectation 
studies as were industry specific coursework and previous work experience. 
Textiles and Clothing Studies 
Educators in textiles and apparel have looked at the knowledge, skills, and abilities of 
their undergraduates. Most studies have investigated the job content of positions in the textile 
and apparel industry or workplace competencies needed to obtain and perform a job in the 
textile and apparel industiy. 
In one of two general studies, Forney (1984) addressed the need for developing textile 
and apparel curricula that better serve undergraduates in an increasingly global economy. By 
incorporating global perspectives within the textile and apparel curricula, Forney maintained 
that students will be encouraged to think and act cross-culturally when responding to global 
issues while in the textile and apparel workforce. Such issues as use of textiles and clothing, 
material composition, and the impact textiles and clothing make in both a producing and 
consuming society would be tackled by incorporation of a global perspective witiiin tlie 
undergraduate curriculum (ibid). In another general study, Dickson (1984) identified possible 
future needs of the textile and apparel industry and their clients. Her purpose in doing so was 
to examine how textiles and clothing professionals would be challenged in instruction, 
extension, and research activities. Dickson projected that future textile and apparel 
professionals would have to be able to "access information, think clearly and critically, make 
decisions, and communicate" (p 18). Dickson recommended that these skills and abilities be 
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combined with forecasting techniques, adequate computer training, and an in-depth knowledge 
of textiles and apparel business concepts and theory. 
Several studies have focused on specific subdisciplines in textiles and apparel. 
Kotsiopulos, Oliver, and Shim (1993) studied the KSAs needed by retail buyers in an effort to 
help textile and apparel educators detemine the appropriate curricula for students. Surveying 
86 buyers and 73 managers from 11 different retail stores and 300 undergraduate 
merchandising students from 12 different universities, Kotsiopulos et al. ascertained the degree 
of importance each group placed on 35 competencies. Retail buyers indicated that the ability to 
negotiate effectively was most important, while managers and students saw the ability to 
understand customers' needs as the most important competency for the buying function. 
Fiorito and Fairhurst (1989) also looked at the competencies needed by merchandise 
buyers for small apparel retail stores in the four areas of men's, women's, and children's 
apparel, and accessories and other apparel. The usable sample consisted of 153 buyers 
representing small apparel retail stores. Competencies for the study were broken into six 
categories of worker-oriented job elements as adapted from the Purdue Research Foundation's 
Position Analysis Questionnaire (PAQ). In the first job element labeled information input, it 
was found that buyers used consumer behavior and inventory information knowledge to 
perform their jobs. Six knowledge areas that buyers used extensively included judging 
condition/quality, inspecting, estimating quantity, color perception, estimating size, and 
estimating time. Mental processing abilities used to perform buying functions were also 
investigated. Abilities such as decision making, problem solving and analysis, analyzing 
information, planning/scheduling, combining information, and compiling information were 
used frequently by buyers. These abilities were found to be attributed only slightly to the 
amount of education the buyer had and more to the buyer's previous related job experience and 
training. The third job element of work output measured the physical abilities and activities 
required for the buying position. Interpersonal skills were measured in the fourth job element. 
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which outlined the types of communication skills and personal contact required of the buyer. 
The fifth job element included personal and social skills with relation to the job of buyer. 
Updating job knowledge and attention to detail were considered most important to perform the 
buying position in the sixth job element. 
Kean (1985) also investigated employer expectations for retail buyers. In a sample of 
140 women's and men's apparel buyers from 107 discount stores it was found that decision 
making, negotiating, and interpersonal skills were found to be most important business skills 
for buyers to possess followed closely by leadership and mathematical skills. Education level 
of the respondent was a significant contributing factor as to whether leadership and 
mathematical skills were considered imponant; the higher the level of education attained by a 
respondent the more leadership and mathematical skills were considered important. Computer 
skills were also found to be important for a buyer's future in retailing. 
In a recent study of career choices of merchandising Master's degree graduates 
(de Castio, 1995), 19 graduates of merchandising Master's programs were interviewed to 
determine the career paths of participants and to identify the skills perceived by participants as 
necessary for a successful merchandising career. Results indicated that organizational skills 
were considered by most respondents to be the most important skill in their current positions. 
Participants also believed that oral and written communication skills should be acquired while 
in graduate school. Many participants believed that Master's programs should be broadened to 
include a greater variety of courses, increased opportunities for internships, and incorporate 
more business-related courses. 
Knowledge gained through work experience was seen as an important component of 
merchandising curricula. Sheldon (1985-86) examined 254 retailers' and 35 college educators' 
attitudes toward fashion internships in a mailed survey. She found that both retailers and 
educators valued the inclusion of a fashion internship as a way to prepare retail merchandising 
students for entering the world of work. In another study, most colleges with fashion 
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merchandising programs were found to offer internships for graduation credit (Horridge, 
Timmons, & Geissler, 1980). Cole (1974) reported that of all courses offered to 
merchandising students, the internship course was rated as the highest in importance to 
employers. 
Textiles and apparel faculty have made strides in identifying undergraduate competencies 
needed for work in the textile and apparel industry. However, as a field we have not served 
Master's students equally as well. To date no studies exist which identify the kinds of 
competencies a Master's graduate must have in order to find employment in the textiles and 
apparel industry. 
Exchange Theory 
Exploring employers' expectations of knowledge, skills, and abilities of current and 
potential employees can be accomplished under the framework of marketing exchange theory. 
Organizing the independent variables of this study under the paradigm of exchange theory is 
one way to explore the factors human resource representatives use in making hiring decisions. 
Exchange theory has its roots in economics, sociology, and psychology (Gergen 1969; 
Homans, 1961; Simmel, 1950; Skinner, 1953), with each discipline contributing a different 
perspective on the processes and outcomes of exchange. 
Economic Exchange 
Economic exchange outlines the transactions involved when tangible goods or services are 
transferred between the two parties of an exchange and includes several assumptions. First, 
the economic exchange model is guided by the idea of self-interest, which assumes individuals 
involved in the exchange are interested only in obtaining what is best for them in order to 
maximize their satisfaction in the exchange (Bagozzi, 1975). Furthermore, economic exchange 
assumes all parties involved in the exchange are rational in their decision-making. Finally, it is 
assumed that all individuals involved in the exchange have complete knowledge of the 
alternatives available when making rational decisions. 
27 
Social Exchange 
Noting that humans often violate the assumptions held in economic exchange theory, social 
psychologist George Homans (1961) defined social interaction as "an exchange of rewards 
(and costs) between persons" in an overall effort to achieve a profit (p. 317). Homans' 
definition attempts to explain the social interaction outcomes, processes, and relationships that 
occur when people seek to exchange both material and non-material resources. Levy and 
Zaltman (1975) defined a social system as: "(1) a set of interrelated people or groups, (2) 
engaged in reaching a shared goal, and (3) having patterned relationships witii one anotiier" (p. 
26); by this definition they see marketing as a social system. Houston and Gassenheimer 
(1987) believe that marketing is described more appropriately as occurring within a social 
system rather than being a social system. 
Marketing as an Exchange Process 
Viewing marketing as an exchange process is useful to this study as marketing combines 
aspects of both economic exchange and social exchange. As this study is primarily exploratory 
and descriptive in nature (Gay, 1992; Longman, 1981), exchange theory from the marketing 
viewpoint is used as an explanatory framework to guide selection and analysis of independent 
variables. The theory will not be formally tested to support or refute its overall validity. 
Whether operating within a social system or as social system itself, Bagozzi (1975) and 
Kotler (1972) both agreed that if exchange is used to obtain individual or organizational needs, 
then the individual or organization can be said to be engaged in marketing. Marketing 
exchanges can be classified as activities aimed at seeking rewards, engaging in interactive 
relationships, avoiding costs and maximizing profit. All these activities are part of a social 
exchange where the "outcomes of exchanges depend on bargaining, negotiation, power, 
conflict, and the shared meanings existing between buyer and seller" (Bagozzi, 1978, p. 536). 
Critics of Kotier and Bagozzi's definition of social exchange as essentially marketing 
exchange considered it to be too inclusive. Ferrell and Zey-Ferrell (1977) believed that 
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"expanding marketing to include all economic and social exchange as well as all social behavior 
will leave a void in what has been the historical domain of marketing" (p. 312). They based 
their argument on the previous work of Blau (1964) who believed that not all social behavior is 
exchange. 
For the purpose of this study the use of the paradigm of marketing as an exchange process 
is appropriate as this study directly concerns the transfer of costs and rewards between the 
organization and the potential employee under the assumptions of imperfect information of 
alternatives. 
Central Concepts of Exchange 
Exchange relationships are determined by the characteristics of the actors involved in the 
exchange, the social influence exercised by these actors, and the situation in which the 
exchange takes place (Bagozzi, 1978). Although all three determinants are important, this 
study looks at the social influences exercised by the parties of the exchange. These social 
influences can be in the form of the actions, communications, and information transmitted 
during an exchange. Social influence usually implies the transfer of rewards and costs between 
parties of the exchange and can be either physical (money or products), psychological, or 
social in nature (Fiske, 1991). 
Rewards (used interchangeably with the terms of reinforcement, utility, and value, 
depending on die academic discipline) can best be described as the amount of satisfaction or 
pleasure that the recipient receives (Emerson, 1981). The amount of the reward is determined 
by the societal rate of exchange. The costs of an exchange can be viewed as the negative 
aspects of a relationship which most people try to avoid or minimize. The exchange process is 
altered or inhibited when the costs of the exchange exceed the rewards. 
In the problem of this study, one question that may be asked is whether textile and apparel 
human resource managers view textiles and apparel Master's graduates as a cost that exceeds 
the reward, i.e., do textiles and apparel Master's graduates have enough expertise to be worth 
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the extra salary required to pay a Master's graduate, as compared to hiring a person with a 
bachelor's degree? 
Three other central concepts of social exchange are profit, reciprocity, and distributive 
justice. Profit can be defined as what is gained in an exchange (or the reward) offset by the 
costs of the transaction (Homans, 1961). Reciprocity can be characterized as a process 
"whereby this mutual exchange of acceptable terms is actualized; it is a social interaction in 
which the movement of one party evokes a compensating movement in some other party" 
(Houston & Gassenheimer, 1987, p. 11). Another concept of social exchange is distributive 
justice. Distributive justice can be seen as how each partner in an exchange relationship 
perceives the distribution of rewards and costs of the exchange based on the expectations of the 
participants which may or may not have been influenced by their past relationships (Miller, 
1992). 
Conditions for Exchange 
Blalock and Wilken (1979) asserted that in order for an exchange to take place, certain 
conditions must be present. These conditions include: 
1 .  . . .  h u m a n  b e i n g s  b a s i c a l l y  [ a r e ]  g o a l - s e e k i n g  a n i m a l s .  
2. . . . humans prefer some goals to other goals. 
3. .. . humans are able to anticipate the consequences of their actions. 
4. . . . humans direct their behaviors toward their preferred anticipated 
consequences. 
5. .. . humans are able to create innovative behaviors that are aimed toward 
the consequences they desire (p. 29-30) 
Kotler (1984) acknowledges tiie necessity of these five conditions and asserts that five 
additional conditions or assumptions must also be present for exchange potential, including: 
1. There are at least two parties. 
2. Each party has something that might be of value to the other party. 
3. Each party is capable of communication and delivery. 
4. Each party is free to accept or reject the offer. 
5. Each party believes it is appropriate or desirable to deal with the other 
party (p. 8). 
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Although all of the conditions may be met before and during an exchange, it does not hold true 
that an exchange will undoubtedly take place or that the exchange will be successful. 
Value of Exchange 
Inherent in exchange theory and found in the second of Kotler's (1984) conditions for 
exchange is the concept of value. Value can be defined as the amount of reinforcement an 
individual receives from another party in an exchange (Miller, 1992). In order for an exchange 
to occur, each person or organization involved in the exchange has something that may be of 
value to the other, thereby benefiting both parties, with neither suffering a loss in potency 
(Alderson, 1965). Potency, described as an asset or stock where utility has yet to be fully 
realized (Houston & Gassenheimer, 1987), is important to the concept of exchange value, 
because it incorporates the dimension of time. When time dimension is included in exchange, 
the object of exchange may obtain value from anticipated use as well as immediate use. 
Value can be either intrinsic or extrinsic. A product has intrinsic value if its value comes 
from a source other than the marketplace (although it also may have marketplace value). For a 
textiles and apparel Master's graduate, the intrinsic value of a Master's degree might be an 
increase in self-esteem for having completed an advanced degree and increase in knowledge 
and job-relevant skills. 
Extrinsic values are determined by a market system, and therefore can be said to have 
exchange value. In market pricing relationships, individuals act in a relationship whereby 
"people denominate value in a single universal metric, typically price (or "utility"), by which 
they can compare any two persons or associated commodities, qualitatively alike or unlike 
(Fiske, 1991, p. 15)." A textiles and apparel Master's graduate has extrinsic value if a future 
employer sees the degree as having increased the graduate's ability to perform a job function 
for the company. It also is possible that a future employer may view the possession of a 
Master's degree to have intrinsic value to the prospective company. In a market pricing 
situation, textiles and apparel Master's graduates can be compared to other prospective 
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employees, with or without a Master's degree, to see who offers the best value for the salary 
offered. 
Value can come directly from the value of the product or can be acquired through the 
process of the exchange act itself. Bagozzi (1979) described the results acquired through the 
process of the exchange as either action, experience, or outcome. Value of the action can be 
defined as what the party gets from accomplishing the task over and above what is yielded as a 
result of doing the task (Houston & Gassenheimer, 1987). Value also can be obtained through 
the experiences an exchange partner has while engaged in an exchange act. Outcomes of an 
exchange can be described as the value that is derived from the product itself. 
Houston and Gassenheimer (1987) described exchange as "the voluntary transfer of value 
from one entity's assortment to another's assortment for the purpose of enhancing the potency 
of one's own assortment" (p. 8). These assortments are composed of numerous products or 
services. Products were identified by Lancaster (1966) as composed of bundles of attributes 
which are exchanged for other products, all in the hopes of obtaining the best value. These 
products can be composed of one or more of the following: tangible objects, services, ideas or 
concepts, personalities, places, organizations, and media of exchange. Foa and Foa (1980) 
found it useful to classify resources exchanged during interpersonal encounters as love, status, 
information, money, goods, and services. 
For the scope of this study the product will be considered the textiles and apparel Master's 
graduate who, during the course of an interpersonal exchange, wants to exchange a service 
(which often involves labor as the activity) for a tangible object such as money in the form of 
salary. 
Value Assessment. To determine value of a product, all forms of value (intrinsic, extrinsic, 
future use, and storage) must be assessed. Bagozzi (1978,1979) and Houston and 
Gassenheimer (1987) described the parties involved in an exchange as having a joint utility 
function that is maximized. 
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Houston and Gassenheimer (1987) adapted the actualization of utility from Bagozzi (1978, 
1979) and described the process by which the utility for each entity is assessed as: 
U|t = Ui (Zjt,. . Zmt) 
where 
Uit is the utility for the ith entity in time period t, and 
Zjt are commodities (j = 1 m) that have been created by entity i for 
use or consumption at time t. 
These inputs to the utility function are defined (or determined) by a production 
function 
Zjt = f(i)jt [Xjt, Tjt, E(i)t, R(il)jt, . . . , R (ir)jt] 
where: 
Xjt are elements possessed by entity i at time t and able to be used or 
consumed in the creation of Zjt; these can be part of the existing 
inventory or may have been acquired at t. 
Tjt are Uie quantities of time available to the entity at time t. Time T and 
time t represent two distinct constructs. Time T represents a 
particular configuration of time needed by the entity to produce a 
product. 
Zjt. In some instances it may be a block of contiguous time, though 
other time configurations are likely. 
E(i)t are resources of the entity including skills and knowledge from 
previous experiences, formal education, family, and a wide variety 
of other sources. The sources vary, depending on the nature of the 
entity being described. 
R ( i l ) j t , . . R ( i r ) j t  are attributes of other entities who bear on the 
production function. The entities may be playing an active role in 
the production process itself or could be separate from the 
production process but have an impact on the production process. 
(Houston & Gassenheimer, 1987, pp. 8-9). 
Applied to the problem of determining the marketability of a Master's degree in textiles and 
apparel to business employers, the value derived from the product can be seen as the value 
assigned to the possessor of a Master's degree in textiles and apparel by those who have the 
authority to make hiring decisions, with utility expressed as the willingness to hire. I studied 
only a single article of the utility function, element E(i), which is considered to be the resources 
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of the entity. The resources of the entity (Master's graduate) to be explored include the 
independent variables of intellectual abilities, personal and interpersonal skills, knowledge 
(gained through educational coursework and previous work experience), and type of degree 
obtained. Although element Xjt appears to overlap with element E(i)t, resources of the 
Master's graduate are not used up to create Zjt and therefore are not considered to be 
instrumental in identifying and analyzing variables for this study. The entire utility formula 
shown above will not be tested. Relationships of variables within E(i) and with utility will be 
examined. 
Criticisms of Marketing as Exchange 
Critics of Bagozzi's theory of marketing as exchange challenge that it is in fact more a 
conceptual framework than a theory (Ferrell & Perrachione, 1980; Robin, 1978). They do 
agree that the framework put forth by Bagozzi is sound in describing some aspects of the 
marketing function but that it relies too heavily on an economic utility formula. Another 
critique of Bagozzi's theory by Ferrell and Perrachione is that although Bagozzi talks about 
characteristics of social actors and social influence between actors as determinants of exchange, 
the utility formula proposed does not include these variables in determining value. 
Furthermore, psychological and sociological variables and substitute products influencing an 
exchange are not taken into account in the static utility formula Bagozzi puts forth for assessing 
value. 
To his credit Bagozzi (1978) admitted that his theoi^ could be improved. Although 
exploring utility maximization was one way to measure exchange dyads, Bagozzi believed that 
there were other alternative avenues available which needed exploration. Additionally, he 
readily saw the need for more research involving the structure of exchange and further 
refinement of the exchange theoiy he proposed. Finally, Bagozzi also believed that as 
exchange behaviors are dynamic, they risked being obscured with a static analysis. 
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Despite critics' objections to Bagozzi's view of marketing as exchange, this paradigm is 
useful for the purposes of this study. It serves as a conceptual framework to provide a way of 
looking at the independent variables being studied. I do not wish or intend to support or refute 
Bagozzi's process of substantiating or proving overall utility of a resource. As this study is an 
exploratory one which merely attempts to identify and model the factors involved in hiring 
decisions, the debate over usefulness of the utility formula to model all exchange processes is 
not applicable. 
The critique by Ferrell and Perrachione illuminates several potential flaws in Bagozzi's 
view of marketing as exchange, not unknown to Bagozzi himself. However, many other 
authors have found Bagozzi's marketing exchange theory useful in looking at diverse aspects 
of the exchange process. 
Studies using exchange theorv 
Several studies have used exchange theory when examining nontraditional marketing 
relationships. Both Hirshman (1987) and Bernard, Adelman, and Schroeder (1991) found 
Bagozzi's treatment of the exchange process helpful when studying people as products. By 
combining the theoretical base of marketing exchange theory with interpersonal mate selection, 
Bernard, Adelman, and Schroeder (1991) were able to explore the process by which single 
men and women exchange material and psychological benefits during courtship. Hirshman 
(1987) also used exchange as a guiding paradigm in testing hypotheses related to the marketing 
of people as products in interpersonal mate selection. 
Perhaps the study that is most analogous to the present study of the Master's degree in 
textiles and apparel is that by Maurer, Howe, and Lee (1992). In a national survey of 242 
graduating engineers from five engineering fields, the survey sought to measure student 
satisfaction with the recruitment interviewer and key elements of recruiting practice. The study 
looked at organizational recruiting "as an element of the exchange between employers and job 
seekers" (p. 830). According to the authors, applicants offered different levels of skills, 
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experience, and personal qualities in the exchange for a position within an organization. Much 
like the present study, the authors likened the exchange to service marketing as compared to the 
marketing of tangible products. However, the study by Maurer et al. examined the exchange 
process from the prospective of a job applicant, whereas the present textiles and apparel 
Master's study examines the exchange process from the prospective of the recruiting 
organization. In selecting engineering undergraduates for study, Maurer et al. focused on the 
concept of the student as the consumer and the job the product, where the present study 
identifies the organization as the consumer and the product defined as the textiles and apparel 
Master's graduate. The orientation taken by Maurer et al. is understandable due to a job climate 
where there were more positions requiring engineering graduates than there were applicants to 
fill them and would explain the purpose of tiie study in seeking ways in which to increase 
recruiting success for organizations recruiting engineering students. 
Research Questions and Hypotheses 
Research Questions 
Research questions for this study included: 
1. What types of textiles and apparel firms place a greater value on the possession of a 
Master's degree in general, and specifically, a textile and apparel Master's degree? 
2. What kinds of knowledge, skills, and abilities are needed by textiles and apparel Master's 
graduates for jobs in the textile and apparel industry? 
3. What are the perceptions of textile and apparel human resource representatives about the 
knowledge, skills, and abilities of textiles and apparel Master's graduates? 
4. What are the perceptions of textile and apparel human resource representatives about 
strengtiis and weaknesses of textiles and apparel Master's graduates? 
5. What kinds of hiring criteria do human resource representatives use when making hiring 
decisions about textile and apparel Master's graduates? 
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6. What are the characteristics of textile and apparel firms that have job opportunities available 
for textiles and apparel Master's graduates? 
Hypotheses Tested 
To explore exchange value of a Master's degree in textiles and apparel in relation to 
previous job experience, hiring scenarios were developed to describe the knowledge areas, 
skills, and previous work experiences of four hypothetical textile and apparel job applicants, 
one each in the areas of merchandising, marketing, production managment, and product 
development and design. The hypotheses for the hiring scenarios were: 
Applicant A: Merchandising Emphasis 
HI: Human resource representatives will be more likely to hire Master's Applicant A with a 
10-week internship than Master's Applicant A with no previous work experience. 
H2: Human resource representatives will be more likely to hire Master's Applicant A with two 
years previous work experience than Master's Applicant A with a 10-week internship. 
Applicant B: Marketing Emphasis 
H3: Human resource representatives will be more likely to hire Master's Applicant B with a 
10-week internship than Master's Applicant B with no previous work experience. 
H4: Human resource representatives will be more likely to hire Master's Applicant B with two 
years previous work experience than Master's Applicant B with a 10-week internship. 
Applicant C: Production Management Emphasis 
H5: Human resource representatives will be more likely to hire Master's Applicant C with a 
10-week internship than Master's Applicant C with no previous work experience. 
H6: Human resource representatives will be more likely to hire Master's Applicant C with two 
years previous work experience than Master's Applicant C with a 10-week internship. 
Applicant D: Design Emphasis 
H7: Human resource representatives will be more likely to hire Master's Applicant D with a 
10-week internship than Master's Applicant D with no previous work experience. 
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Human resource representatives will be more likely to hire Master's Applicant D with two 
years previous work experience than Master's Applicant D with a 10-week internship. 
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CHAPTER 3: METHOD 
Survey 
A questionnaire was designed to measure variables related to intellectual abilities, personal 
and interpersonal skills, knowledge areas, previous work experience, type of Master's degree 
obtained by current textile and apparel employees, types of jobs available for Master's 
graduates, perceptions of textile and apparel Master's graduates, and likelihood of hiring 
Master's graduates. 
The mail survey questionnaire was designed on the basis of previous literature and 
existing information about jobs in the textile and apparel industry. Items were developed in 
accordance with portions of marketing exchange theory (Bagozzi, 1975). Textiles and clothing 
faculty who work with student intemships and job placement helped revise the instrument. A 
cover letter and questionnaire were included in both sample mailings. 
Questionnaire 
The 12-page instrument was divided into five parts: the cover page, behavioral items 
designed to measure the value of any Master's degree, scenarios of hypothetical job applicants, 
items to measure industry perceptions and attitudes of a Master's degree in textiles and apparel, 
and items related to personal characteristics of the respondents. The survey items were 
designed to elicit demographic, factual, attitudinal, and behavioral responses (see Appendix C 
for entire instrument). 
Cover Pagg 
The cover of the questionnaire included the title "Graduate Education Employment Needs 
of the Textile and Apparel Industry" and reiterated, in bullet format, some crucial information 
given in the cover letter. 
Attitudes Toward Master's De^rrees 
One purpose of this study was to explore whether a Master's degree was considered 
necessary or valuable to those responsible for hiring in business and industry. 
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Attitude has been defined as . .complex systems comprising the person's beliefs about 
the object, his feelings toward the object, and his action tendencies with respect to the object" 
(Ajzen & Fishbein, 1980, p. 19). Behaviors, then, are likely to reflect to some extent the 
attitudes held by an individual or organization and in order to understand the relationship 
between attitude and behavior, Ajzen and Fishbein (1980) believed that the behavior in 
question must first be adequately conceptualized and measured. In relation to the study at 
hand, to determine if human resource respondents valued the Master's degree, it was necessary 
to fu-st understand and measure the actual hiring practices of the organizations represented in 
the survey. An index that is based on 10 or more single items in a general behavioral category 
will provide an adequate measure of the behavior in question (Azjen & Fishbein, 1980). To 
develop a numerical indicator of the value of a Master's degree to textile and apparel 
employers, 11 behavioral questions were asked with answers on a 5-point never-always rating 
scale. Questions one through four elicited responses about the firm's practices in relation to 
educational attainment incentives. Questions five through 11 asked for information about the 
recruitment, hiring, and promotion practices for individuals with a Master's degree. 
Question number 12 was designed to measure respondents' attitudes about applicant 
characteristics. Respondents were asked to assess the relative importance of the amount of 
education, previous work experience, type of degree, job appropriate coursework, intellectual 
abilities, and personal/interpersonal skills when making hiring decisions, using a 7-point 
bipolar importance scale. Question 13 sought to determine which types of Master's degrees 
were represented most frequently in the organizations' employees. In question 14, firms that 
did not hire Master's graduates were given an opportunity to state reasons for this personnel 
policy. 
Scenarios 
In the third part of the survey (pages 4-7 of the survey), respondents were asked to 
answer items about hypothetical scenarios of job applicants. Job skills for four hypothetical 
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job applicants, one each in the areas of design, merchandising, production management, and 
marketing were compiled. To design this portion of the questionnaire, several resources were 
consulted. Selected competencies established by the American Apparel Manufacturers 
Association (1995) as well as those identified in academic articles and books outlining 
employment needs in the textile and apparel industry were included (Dickson, 1984; Fair, 
Hamilton, & Norum, 1990; Forney, 1984; Glock & Kunz, 1995; Kotsiopulos, Oliver, & 
Shim, 1993). Also consulted were lists of job attributes and skills needed in the textile and 
apparel industry (Careers in Retailing. 1988) and employee recruitment materials from a major 
apparel firm (Liz Claiborne, no date). Using these sources, a list of job skills and attributes 
was compiled to represent each of the four scenario content areas. These lists were designed to 
represent job skills and attributes a textiles and apparel Master's graduate might possess. The 
job skills were then presented to four academic experts who suggested changes in wording and 
the addition of several competencies for one of the scenarios. The questionnaire was 
redesigned accordingly. 
The four scenarios were identified only as Applicant A through Applicant D, and the 
content areas each Applicant represented were not identified so as to make respondents 
determine applicability to their company of each applicant's job qualifications and atoibutes. 
Respondents were asked to answer questions for those scenarios that were appropriate for their 
company. For example, many store retailers do not have positions in their organizations for 
someone with a design background and therefore were not expected to complete questions for 
the Applicant D scenario. 
Respondents were told that each applicant possessed strong personal skills, high-level 
intellectual skills, and good references. Respondents were asked about possible positions in 
the company for which each applicant would be qualified. 
Three questions of each scenario were designed to assess the importance of previous work 
experience. The first of these asked respondents how willing they would be to hire the person 
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if she/he had the listed qualifications but DQ prior work experience. The next question asked 
about respondent's willingness to hire the applicant if the applicant had a 10-week internship 
with a firm similar to theirs. A third question also assumed the same job qualifications and 
attributes but indicated that the applicant had two years of previous work experience in a 
textiles or apparel firm. Finally, respondents were asked to identify the knowledge areas in 
each scenario that a job applicant should have to be considered a strong candidate in their 
company. 
Textiles and Apparel Hiring Record 
The fourth section of the survey was designed to gather information specifically about 
graduates with a textiles and apparel Master's degree. Questions 15 and 16 asked whether the 
organization previously had hired textiles and apparel Master's graduates. Items designed to 
measure respondent's attitudes toward a person with a textiles and apparel Master's degree 
completed the rest of the section. In order to keep the scope of this survey manageable, the 
items were designed specifically to examine attitudes toward a textile and apparel Master's 
graduate in the areas of marketing, production, merchandising, product development, and 
textile or apparel quality assurance and were not applicable to graduates who obtained Master's 
degrees in textile technology, textile chemistry, or textile engineering. Respondents were 
asked to rate how likely textiles and apparel Master's graduates were to possess 32 knowledge 
areas and 16 intellectual, interpersonal, and personal skills using a 7-point response scale and 
which jobs within their company a textiles and apparel Master's graduate would be considered 
(items adopted from instrument developed by Damhorst & Meyer, 1995). Respondents also 
were asked an open-ended question concerning possible strengtiis or weaknesses tiiey believed 
a Master's graduate in textiles and apparel to have based on previous hiring experiences or 
personal perceptions. 
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Characteristics of Respondents 
The last section of the survey was designed to collect demographic information about the 
respondent including age, gender, highest number of years of education completed, highest 
degree completed, and official work title. Company characteristics of an organization's annual 
revenue and number of employees was obtained from Ward's Business Directory (1994). 
Opportunities for additional comments and instructions for receiving a brief summary of 
the survey results were included at the end of the instrument booklet. 
Population and Sample 
The sampling frame was obtained from listings of all textile and apparel businesses found 
in Ward's Business Directory (1994). From the total textile and apparel listings, four 
categories were identified as appropriate to target for this study: 1) catalog and mail order 
houses, 2) textile manufacturers, 3) apparel manufacturers, and 4) stores listed as retailers of 
textile and apparel items and accessories. The three categories of textile manufacturers, apparel 
manufacturers, and store retailers are divided into product and retailing subcategories which 
can be seen in Tables 1,2, 3 (see Appendix A). Catalog and mail order houses did not contain 
any subcategories and thus are not listed in Appendix A. Textile and apparel organizations 
producing a greater volume of business and employing more personnel were assumed to be 
more likely to hire employees with Master's degrees. Therefore, organizations in the four 
identified categories and producing at least $100 million of revenue annually were selected as 
the population in the study. Businesses in textile and apparel subcategories that did not 
produce at least $100 million of revenue but that were in the top ten percent of revenue earnings 
for their subcategories also were included in the population. 
Of the 379 companies identified in the original sampling frame, three were used for 
pretesting purposes. Another 32 companies were identified as holding companies and were not 
included in the population. The final sampling frame was composed of 340 companies to be 
used in selection procedures for two samples. 
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On the basis of the funding allocated for this study and the number of organizations that fit 
the previously discussed revenue and percentage guidelines, a sample of ISO for the initial 
mailing was identified. This goal allowed a sample of approximately 44 percent of the 
identified population. This fu-st sample will be referred to as the "prescreened" sample in 
further discussion. 
Prescreened Sample 
The prescreened sample was based on the number of eligible businesses in each category 
that fit revenue or top 10 percent requirements. Using a proportional stratified random 
sampling technique, percentages for each category were generated by determining the 
proportional contribution to the population. The number of eligible businesses in the category 
was divided by the total number of eligible businesses in all four categories. Each category 
percentage was then multiplied by 150 to determine the number of businesses within the 
categoiy to be randomly selected. The total number of businesses selected from all four 
categories produced a total sample size of 150 (see Table 3.1). Using a table of random 
numbers, a random sample was then selected from all the organizations in the four-category 
population with proportional representation from each business category. Table 1 (see 
Appendix B) lists all companies included in the prescreened sample. 
Non-Prescreened Sample 
After the initial prescreened sample was obtained, sufficient funds remained to increase the 
sample size. It was determined that a second, non-prescreened sample could be obtained from 
the remainder of the population not sampled initially to produce a total sample size of 130 (see 
Table 3.1). The second sample will be referred to as the "non-prescreened" sample in the 
following discussion. Table 2 (see Appendix B) lists all companies included in the non-
prescreened sample. Survey administration for the second sample differed slightly from the 
initial sample and is discussed later in this chapter. 
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of Sample # Selected 
Prescreened 
Catalog Retailers 9 3% 4 
Textile Manufacturers 
64 19% 28 
Apparel 
Manufacturers 103 31% 46 
Store Retailers 165 49% 72 
Total 150 
Non-Prescreened 
Catalog Retailers 5 4% 5 
Textile Manufacturers 24 18% 24 
Apparel 
Manufacturers 32 25% 32 
Store Retailers 69 53% 69 
Total 130 
Cover letter 
The cover letters for the prescreened sample and for the non-prescreened sample were 
slightly different. The prescreened sample cover letter began by thanking respondents for 
agreeing to participate in the study. The non-prescreened sample cover letter began by asking 
for the individual's help in determining the graduate education employment needs of the textile 
and apparel industry (see Appendix C). 
After these two slightly different opening paragraphs, the rest of the cover letter remained 
essentially the same for both samples. The purpose of the study was explained and credit 
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given to the International Textile and Apparel Association, VF Corporation and Sunbury 
Textile Mills for their financial support. Instructions for completing the questionnaire were 
given, along with anonymity safeguards stated to assure respondents that all answers would be 
kept confidential. Respondents were given the opportunity to receive a copy of the results of 
the study. 
Data Collection 
Questionnaire Pilot Testing 
The preliminary survey was given to four academic experts in the field to determine 
content-related evidence of validity of the instrument. These experts were asked to examine Uie 
survey and assess whether the survey items represented the content areas and research problem 
under study (Fraenkel & Wallen, 1993). Concern over clarity of wording for several 
questionnaire items was noted and changed when appropriate. The revised survey was then 
pilot tested using textile and apparel business and industry human resource representatives. 
Pilot test organizations were identified using Ward's Business Directorv (1994) or through 
personal knowledge of organizations with track records of hiring textile and apparel Master's 
graduates. Organizations selected for the pretest were within the required revenue and 
percentage guidelines established for the sample and had not been selected for tiie prescreened 
sample. The organizations chosen for the pilot test included a textile manufacturer, an apparel 
manufacturer, and a catalog/mail order firm. Four individuals from the three organizations 
were contacted and asked to participate in the pretesting of the cover letter and self-administered 
instrument. Upon agreement, a cover letter and survey was sent via FAX to all participants 
with special directions asking that they note any questions or comments they might have while 
completing the survey with regard to the content, legibility, and overall understandability of the 
survey. Pretest respondents also were asked to note the length of time required to complete the 
survey. A telephone appointment was made for the interviewer to contact each respondent 
between four to eight days after receiving the survey. During the second telephone contact. 
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pretest respondents were asked whether they had any problems responding to each question of 
the survey or in understanding the cover letter. The researcher made notations of specific 
comments, suggestions, and questions raised by pretest respondents. Respondents were then 
directed to return the completed survey. Pretest results were examined, and it was determined 
that in order to improve clarity of the questionnaire it was necessary to revise the directions to 
respondents for several subsections of the questionnaire. The survey was then redesigned 
accordingly. 
Prescreened Sample 
Organizations identified for the prescreened sample were telephoned to gain approval 
before sending the survey instrument. The appropriate individual within each organization 
who possessed the knowledge necessary to complete the survey instrument was identified by 
talking to a member of the clerical staff in the human resource department of each organization. 
The purpose of the call was explained and a request was made for a member of the human 
resource staff who hired salaried personnel in the areas of production, product development, 
marketing, management, and merchandising (see Appendix D). Clerical staff then du-ected the 
calls to the person identified. In the case of most organizations, a human resource manager or 
personnel director was identified as the most appropriate person to complete the survey. After 
explaining the survey, the human resource respondent was asked whether he or she would 
complete a mailed survey. 
Names and addresses were verified with the human resources representative. A cover 
letter, self-administered survey, and self-addressed stamped envelope were mailed to those 
agreeing to take part in the study. Dillman's (1978) mail and telephone method was adapted 
slightly to include telephone prescreening of potential respondents. 
Non-prescreened Sample 
Procedures for the sample differed slightly from the prescreened sample. Due to time 
constraints, prior approval of respondents was not acquired. However, in order to direct the 
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questionnaire to the appropriate individual within each organization, each organization was 
called. Switchboard operators or human resource clericail staff members were asked the name 
of either the vice-president of human resources or the director of personnel for the purpose of 
sending a questionnaire devoted to studying the employment needs of the textile and apparel 
industry. After the appropriate individual was identified, spelling of the name given and 
correct job title were verified. Dillman's (1978) three-phase follow-up plan also was adopted 
for the sample. (See Appendix C for all follow-up correspondence.) 
Data Analysis 
This study was designed to be exploratory and descriptive in nature. Therefore, both 
descriptive and exploratory data analysis techniques were used. Predictive data analysis using 
multiple regression was used on a limited basis to model hiring practices of master's degrees 
and willingness to hire textile and apparel Master's graduates. 
Measures of Central Tendency and Dispersion 
Measures of central tendency, such as means and medians were used to provide descriptive 
data in this study. As the scores for some of the items were not normally distributed, it was 
helpful to look at the frequency distribution of the items measured. Range and standard 
deviation allowed further understanding of the sample responses. 
Correlational Analvses 
Correlational analyses were conducted to determine the linear relationships of pairs of 
variables. The Pearson product-moment correlation coefficient was employed for all items that 
were continuous, measured on an interval scale, and normally distributed (Fraenkel & Wallen, 
1993). This allowed the author to examine the linearity and direction of each relationship. 
Significant correlation coefficient values of .2 and stronger were used to determine whether an 
association between variables existed. 
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Factor Analysis 
Principal components was used to reduce the 32 knowledge variables, the 16 personal, 
interpersonal, and intellectual variables, and the 11 company hiring and promotion and 
educational incentive variables to multi-item reliable measures. To ascertain a company's hiring 
practices of employees with the Master's degree and human resource respondents' perceptions 
of the knowledge areas and the personal, interpersonal, and intellectual skills and abilities of 
textiles and apparel Master's graduates, principal components factor method was used (SAS 
Institute, Inc., 1985). 
Steps followed in the factor analysis process included examining the data through relevant 
correlation matrices, determining the number of initial factors to be analyzed, employing 
orthogonal rotation to identify the basic structuring of variables into fewer, more readily 
identifiable subdimensions, and constructing factor scales for further analysis (Kim & Mueller, 
1978). Correlation coefficients, factor loadings and conceptual clarity of contributing items 
within each factor were used to determine the number of factors retained. Factor loadings of at 
least .50 were required for inclusion in a factor with no greater than .35 factor loadings on 
other factors. Items that loaded higher than .35 on more than one factor were not included 
when determining factor interpretations in order to increase independence among subsequent 
factor summated scores. Summated scores were produced by adding all items loading on each 
factor and dividing by the number of items to make the score interpretable on the original scale. 
Cronbach's alpha was computed for all factors to assess internal consistency and reliability of 
multi-item combinations. 
Separate principal components were run on hiring practices of Master's graduates, 
perceived knowledge of textiles and apparel Master's graduates, and perceived intellectual 
abilities, and personal and interpersonal skills of textiles and apparel Master's graduates. 
Number of respondents for each analysis («<100) lends caution in interpretation of the factors. 
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Principal components was used for data reduction only. No claims of stability for theoretical 
constructs can be claimed. 
Multiple Regression 
Multiple regression was used to predict value of a Master's degree as evidenced in hiring 
practices and companies who have hired a Master's graduate in textiles and clothing during the 
last five years. A variety of independent variables were modeled against the two dependent 
variables. Items which appeared to contribute information to each regression model were 
analyzed through residual plots to check for nonnormality of data and for outliers. Cook's 
distance residual statistics also were examined to determine if any outliers caused enough 
significant influence on the estimated coefficients to be removed (Mendenhall & Sincich, 
1993). 
Discriminant Analvsis 
Multiple discriminant analysis (SPSS Inc, 1988) was conducted to determine which 
variables best distinguish apparel manufacturers, textile manufacturers, and store retailers. The 
number of catalog retailers was too small for this analysis, so they were omitted from the 
analysis. 
Human Subjects 
A proposal for this study was submitted to and approved by the Iowa State University 
Human Subject Review Committee (HSRC) before data collection began (Appendix E). For 
approval, the HSRC determined that this study protected respondent's rights and welfare, 
maintained respondent's confidentiality, and that there were no physical or mental risks 
associated with participating in the study. 
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CHAPTER 4: FINDINGS 
This chapter presents results and discussion of response rates, respondent and 
organization characteristics, and results from univariate analyses, multiple regression, multiple 
discriminant analysis, and factor analysis. Response rate results include examination of 
differences between the two samples and the benefits of telephone prescreening used for the 
first sample. Also presented in this chapter is a discussion of the decision criteria used by 
textile and apparel business and industry employers when hiring Master's graduates. 
Sample Selection and Response Rates 
Invited Samples 
Prescreened Sample 
Chapter 3 outlines the methods employed in sending questionnaires to two samples from 
a population («=340). Using a proportional stratified random procedure, the first sample 
consisted of employers contacted by telephone to gain permission for mailing and tentative 
agreement to complete the questionnaire. Approximately 59% of the population of 340 
organizations («= 204) were contacted to obtain the prescreened sample. 
Of the 204 companies contacted, eight organizations declined the request to participate in 
the study. Reasons for not participating in the survey included respondents indicating that 
current workload or company policy prohibited them from completing questionnaires. 
Another 46 companies were no longer in business, had merged with another company, did not 
sell or manufacture textile and apparel items any longer, or, in several cases, would not divulge 
names of company personnel. In addition, of the 46 company representatives unable to be 
contacted, 20 did not return calls. In all 20 cases, at least five attempts were made to reach 
each individual. Of the 204 companies contacted in the prescreened sample, 150 organizations 
were mailed questionnaires (see Appendix B). 
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Non-prescreened Sample 
The second, non-prescreened sample was exhaustive and included all organizations from 
the population not included in the initial sampling. Although no prior permission was obtained 
before sending out questionnaires to this sample, organizations were contacted to obtain the 
name of the vice-president or head administrator of human resources. Of die 142 organizations 
in the non-prescreened sample, 12 organizations were eliminated from the mailing. Reasons 
for this decision included that companies: did not give out the names of personnel, did not 
participate in surveys, were out of business, were holding companies, or had disconnected 
telephone numbers. As a result, the non-prescreened sample included 130 organizations or 
approximately 38% of the total population (see Appendix B). Questionnaires were sent to vice 
presidents of human resource departments or directors of personnel according to official titles 
confirmed during initial telephone contact. 
Accepting Sample 
Response from Prescreened Sample 
Of the 150 companies invited through the prescreened process, 79 returned 
questionnaires for an overall response rate of 53%. Of the 80 questionnaires, 69 were usable 
(46.67% response). The 11 unusable questionnaires were nonresponses. Table 4.1 shows 
prescreen sample response rates from the four textile and apparel business categories. 
Response From Non-prescreened Sample 
Response percentages from the non-prescreened sample were lower than those from the 
prescreened sample. Of 130 questionnaires mailed for the second sample, 39 companies 
responded, yielding a return rate of approximately 30%. Table 4.2 contains response rates for 
the textile and apparel categories of the non-prescreened sample. Of questionnaires returned, 9 
were unusable. The usable return rate for the non-prescreened sample was approximately 
22.3%. The lower response rate for the exhaustive sample may be due to a number of 
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Table 4.1 Response Rates for Prescreened Sample 
Group # Returned % Response 
Apparel Manufacturers 23 50% 
Textile Manufacturers 18 64% 
Store Retailers 35 49% 
Catalog Retailers 3 75% 
Total 79 53% 
Note. Total includes 11 unusable questionnaires. 
Table 4.2 Response Rates for Non-prescreened Sample 
Group # Returned % Response 
Apparel Manufacturers 10 31% 
Textile Manufacturers 6 23% 
Store Retailers 21 30% 
Catalog Retailers 2 40% 
Total 39 30% 
Note. Total includes 9 unusable questionnaires. 
unidentified variables. Previous studies (Dickson, 1994; Abraham, 1992) indicate that 
telephone prescreening significantly improves response rates from consumers. 
Table 4.3 shows comparative time and monetary costs between prescreened and non-
prescreened samples. The prescreened sample yielded a higher return and usable rate than the 
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Table 4.3 Comparative Costs and Response Rates Between Samples 
Sample 
Expenses 
CostAJsable # To Send To Total Costs 
Total Costs # Usable Questionnaire Getw=100 ToGet«=100 
Prescreened 
Telephone 
Wages for callers 
Time spent (in hours) 
69 $5.11 217 
$323.87 
$79.80 
@69 hrs. @52 min. 






Time spent (in hours) 
$108.25 
@9 hrs. @14 min. 
@360.00 
@30 hrs. 
non-prescreened sample. A greater representation of the population was acquired. However, 
costs in both time and money per usable questionnaire were higher for the prescreened sample. 
Financially, it took almost twice as much per returned prescreened questionnaire as per 
returned non-prescreened questionnaire, and almost four times longer to obtain permission to 
send a questionnaire to the prescreened sample. However, both the usable and Uie total retum 
rates were better. The prescreened survey return rate was almost 53% as compared to the non-
prescreened retum rate of only 30%. Additionally, the usable retum rate was better for the 
prescreened questionnaire; only 14% of the prescreened sample were nonresponses as 
compared to 23% for the non-prescreened sample. Several factors account for the time and 
financial expenditure difference. Large time expenditures were required to personally contact 
each human resource representative in the sample. In only 20% of the cases was a researcher 
able to speak with the human resource representative on the first call. The remaining 80% of 
the time at least two calls had to be placed, with the majority of the contacts requiring between 
three and four phone calls and as long as two weeks to directly reach the identified person 
while incurring additional telephone costs. For the purposes of studying textile and apparel 
human resource representatives it would have been cheaper, in both time and money, to obtain 
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a sample size of 100 through the non-prescreened method (see Table 4.3). However, in order 
to use this sampling method, population size would have needed to be increased. Both 
financial and time expenditures as well as the need to acquire a representative sample should be 
weighed for future research involving human resource personnel. 
Combined Samples 
Response rates from combining the two samples yielded an overall return rate of 34%, 
with a usable rate of 29.4%. The two samples were compared to determine if significant 
differences existed. Using analysis of variance to measure mean differences of questionnaire 
items between the two samples, it was determined that sample differences were nonsignificant. 
The following data analysis and discussion will use combined data from both samples. 
In addition to questionnaires received from the two sampling methods, two of the four 
responses obtained during the questionnaire pretests also were added to the total combined 
sample. The two pretest questionnaires contained nearly complete information for inclusion. 
Overall Participant Demographics 
Comoanv Characteristics 
Characteristics of the companies responding to the survey are summarized in Table 4.4. 
Annual sales figures ranged from a low of $26 million a year to $17.9 billion a year, with the 
average company earning $873 million a year. Number of employees per company ranged 
from a low of 400 to just over 170,000, with the average company employing approximately 
9,307 individuals. Overall, apparel manufacturing firms produced a smaller annual revenue 
and had a smaller employee base than any other segment of the industry (see Table 4.5). Store 
retailers generally produced a greater annual revenue and employed more individuals than any 
other segment of the industry. 
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Table 4.4. Annual Revenue and Number of Employees of Responding Organizations 
Revenue and Employees # # of Companies % Represented 
Annual Revenue (in millions) 
$100-below 9 9% 
$101-$500 58 58% 
$501-$1000 16 16% 
$1001-$1500 5 5% 
$1501-$2000 3 3% 
$2001 and above 9 9% 
Employees 
500-Below 3 3% 
501-2500 40 8% 
2,501-5,000 23 8% 
5,001-7,500 6 6% 
7,501-10,000 6 6% 
10,001-15,000 9 9% 
15,001-20,000 4 4% 
20,001-25,000 2 2% 
25,001-30,000 2 2% 
30,001-Above 4 4% 
Note: One companv in returning sample did not have employee data listed in Ward's Business 
Directory. 
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Table 4.5 Annual Revenue and Number of Employees of Responding Organizations In Each 
Textile and Apparel Categoiy 
Category Range: Annual Revenue Range: Employees 
Apparel Manufacturers $29 million-$1.0 billion 400- -11,500 
Textile Manufacturers $41 million-$1.8 billion 600--23,400 
Store Retailers $100 million -$17.9 billion 1000-170,000 
Catalog Retailers $126 million --$2.6 billion 500-7,200 
Human Resource Participant Characteristics 
Respondents were 44% female and 56% male and ranged in age from 24 to 65, 
with an average age of 43 years. Overall, the average educational level of most participants 
was just slightly higher than 19 years of schooling completed (M = 19.7 years), with more 
than 81% of the respondents completing at least four years of college. The highest degree 
completed for the majority of respondents was the Bachelor's degree (61%). Approximately 
29% of the respondents had completed between one and seven years of graduate coursework 
with 14% of the sample indicating their highest degree was a Master's degree (non-specific) 
and 8% indicating their highest degree was a Master's of Business Administration (see Table 
4.6). 
Companv Value of Graduate Education 
Data from 11 items (questions 1-11) measuring an organization's educational incentives and 
hiring and promotion practices and policies were analyzed as an indirect indicator of how and 
to what extent textile and apparel organizations value a Master's degree. 
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Table 4.6. Human Resource Respondent Characteristics (n=93*) 
Characteristic Number % Frequency 
Gender 
Female 41 44% 
Male 52 56% 
Age 
30-Under 13 14% 
31-40 27 29% 
41-50 35 38% 
51-60 13 14% 
60-Above 5 5% 
Highest Years of Completed 
Education 
Grade and middle school 
1-8 years 0 0% 
High School 
1 year 1 1% 
2 years 0 0% 
3 years 0 0% 
4 years 1 1% 
TechnicaVVocational Trade 
1 year 0 0% 
2 years 0 0% 
3+years 1 1% 
College 
1 year 1 1% 
2 years 7 8% 
3 years 2 2% 
4 years 41 44% 
5+years 11 12% 
Graduate School 
1 year 9 10% 
2 years 12 13% 
3 years 3 3% 
4 years 3 3% 
5 years 1 1 % 
6 years 0 0% 
7+years 1 1% 
Highest Degree Completed* 
Less than High School 0 0% 
High School 6 6% 
Associate of Arts 5 5% 
Bachelor's 61 65% 
Master's 14 15% 
MBA 8 8% 
Law 0 0% 
Ph.D. 0 0% 
Note. Degree category (n=94). 
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Educational Incenrives 
Four questions were designed to determine whether and to what extent organizations 
provided opportunities and incentives for employees wishing to pursue graduate education. As 
shown in Table 4.7, the mean responses to these questions are all below the mid-point of the 5-
point scale with distributions skewed toward low scores. Possible answers ranged from never 
(1) to always (5). Approximately half of all textile and apparel companies responded that they 
Table 4.7 Organizations' Graduate Education Incentives 
Questions Mean^ SD N 
Company encourages employees to attain 
advanced degrees. 2.68 .99 99 
Company allows employees to reschedule hours 
to take coursework. 2.65 .92 99 
Company allow employees time off work to take 
coursework. 2.15 .95 97 
Company reimburses tuition for graduate 
coursework. 2.70 1.57 98 
__ 
almost never encouraged their employees to attain advanced degrees while employed and 
almost never allowed their employees to reschedule their working hours to take coursework for 
an advanced degree. To an even greater extent most companies did not allow employees time 
off work during the week to take coursework for an advanced degree. Although the mean 
indicated that most companies almost never to sometimes provided tuition reimbursement for 
employees who take coursework for an advanced degree, the makeup of the distribution was 
interesting. Approximately 37% of those responding indicated that their organizations never 
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provide tuition reimbursement; another 13% of the respondents indicated that their companies 
almost never provided tuition reimbursement. However, 18 companies (18%) always 
provided for tuition reimbursement, and another 32% sometimes or almost always provided 
tuition reimbursement. 
Hiring and Promotion Policies 
Seven questions were designed to determine textile and apparel organizations' hiring and 
promotion policies for individuals with Master's degrees. As shown in Table 4.8, scores for 
his subset also were rated below the midpoint by most respondents. Of the companies polled, 
only 4% almost always actively recruited Master's graduates to fill positions within their 
company. Overwhelmingly, most companies (68%) never or almost never recruited Master's 
graduates to fill a position. One human resource executive recruiter, who declined to 
Table 4.8. Mean Scores of Textile and Apparel Organizations' Hiring and Promotion 
Policies for Individuals With a Master's Degree. 
Items Mean SD N 
Company actively recruits Master's 
graduates. 2.14 .79 98 
Company gives hiring preference to 
individuals with Master's degree. 2.44 .85 98 
Company would hire someone with an 
appropriate Master's degree 3.25 .77 99 
Individual with Master's degree starts 
at a higher level. 2.65 .92 96 
Individual with Master's degree moves 
on faster career track. 2.72 .83 94 
Individual with Master's degree starts 
at higher salary. 2.75 .95 97 
Individual with Master's degree has 
more advancement potential. 2.79 .79 96 
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participate in the questionnaire but who wanted to comment on survey content through initial 
telephone contact, said that on campus trips she specifically stated that no Master's or MBA 
graduates sign up for interviews. Her main reason for not interviewing Master's graduates 
during campus interviews was because her company could not afford the salaries the students 
seek. Additionally, the recruiter stated that she usually found that Master's graduates did not 
want to start at entry level, a requirement in her company. She also stated that Master's 
graduates had problems with longevity in the company as they move between organizations to 
increase their salary, power, and responsibility. 
A study by the Carnegie Commission on Higher Education (1971) found that many 
employers may misuse either having or not having a degree when making hiring and 
interviewing decisions. They do so by using the degree as a screening device to reduce the 
number of applicants when the job specifically doesn't require a degree, often using the degree 
as a substitute for their own judgment. This may be common in the textile and apparel 
industry. When asked for reasons why their companies did not hire Master's graduates, eight 
respondents indicated that their companies have no need for employees with a Master's degree. 
Seventeen percent of companies reported they never give preference to an individual with 
a Master's degree. However, 55% of respondents indicated that they would sometimes or 
almost always give preference to Master's graduates. There were no companies that reported 
always giving preference to a Master's graduate. 
This is not to say that companies will not hire a Master's graduate if an appropriate job 
candidate is available. Of the respondents reporting, 85% indicated they usually hire a 
Master's graduate if the individual is a viable candidate, and 6% reported that they will always 
hire a Master's graduate if available and appropriate for the job being filled. However, 
contrasted with the previous questionnaire item regarding preference given to a Master's 
graduate, there appears to be some incongruity. Although 6% of respondents indicated that 
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they would always hire a Master's graduate, none indicated that preference would always be 
given to a Master's graduate 
Factor Analvsis of Hiring and Promotion Practices Items 
The educational incentives and hiring and promotional subscale items were examined 
using principal components analysis (SAS Institute, Inc., 1985) to determine whether latent 
variables existed that would help understand responses to these questions and facilitate 
development of multi-item construct measures. A one-factor solution best described the 
relationships among the variables (see Table 4.9); this latent variable was defined as Hiring 
Practices as items loading together related to the hiring and promotion practices of the 
Table 4.9 Factor Analysis of Companies' Hiring Practices 
Factor: Hiring Practices Loading 
Company encourages employees to attain advanced degrees .50 
Company actively recruits Master's graduates .76 
Company gives hiring preference to individuals with Master's degree .76 
Individuals with Master's degree start at higher level .73 
Individuals with Master's degree move on faster career track .80 
Individuals with Master's degree starts at higher salary .75 
Individuals with Master's degree viewed as having more 
potential for advancement .72 
Eigenvalue = 3.96 
Proportion variance explained = .36 
Cronbach's alpha =.84 
n=9\ 
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organizations in the study. Items not loading aijove .50 on the factor were: 1) companies 
allowing employees to reschedule working hours to take graduate coursework, 2) companies 
allowing employees time off work during the week to take graduate coursework, 3) companies 
providing tuition reimbursement for graduate coursework, and 4) companies would hiring a 
Master's graduate if applicant was an appropriate job candidate. It may be that the the first 
three items do not necessarily reflect hiring and promotion practices, but instead reflect 
employee benefit policies of the organization. Ambiguity in wording may have prevented the 
fourth item from loading strongly on the Hiring Practices factor. 
The summated mean scores for the factor, Hiring Practices, had values which ranged from 
a low of 8 to a high of 27. Taking the summated mean of 18.22 (5D=.47), and dividing by the 
7 items in the factor yielded a mean of 2.60 on a 5-point scale, with a range of 1 to 5. This 
below mid-range value indicates that, on the average, organizations almost never to sometimes 
have hiring practices that show value of the Master's degree. 
Respondent Characteristics and Company Hiring Practices 
Respondent and company characteristics also were compared on the Hiring Practices. 
Gender differences were analyzed using analysis of variance procedures to discover if 
men and women differed significantiy in their perceptions of their companies' educational 
incentives and hiring and promotion policies and practices. Differences between the two 
groups were nonsignificant. 
Correlations also were examined between the educational level of respondents and items 
concerning educational incentives and hiring and promotion policies. There was no significant 
correlation found between Hiring Practices and the educational level of respondents. 
However, it was found that the more years of education a respondent had, the more likely they 
were to hire a Master's graduate if an appropriate job candidate was available (r=.33,p<.01). 
Company characteristics of annual revenue, number of employees and category were 
correlated witii Hiring Practices to determine if any similarities or differences existed. No 
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significant correlation was found to exist between number of employees or annual revenue of a 
company and Hiring Practices. 
Using analysis of variance, each textile and apparel firm type, i.e., store retailer, textile 
manufacturer, or apparel manufacturer, was analyzed for differences in responses to Hiring 
Practices (see Table 4.10). Catalog retailers were added to store retailers for this analysis. 
Table 4.10 Analysis of Variance Between Textile Manufacturers and Apparel 
Manufacturers for Hiring Practices 
Source df F 
Means^ 
TM AM 
Hiring Practices 1 6.68 3.31* 2.59 
Allows employees to reschedule working hours to 
take coursework 1 0.62 2.75 2.52 
Allows employee time off work for coursework 1 0.31 2.22 2.06 
Provides tuition reimbursement 1 9.07 4.13* 2.78 
Would hire Master's graduate 1 3.94 3.56 3.04 
Note. TM = Textile Manufacturers, AM = Apparel Manufacturers. 
*J2<.05 
^ Textile Manufacturers n = 17, Apparel Manufacturers n = 28 
A significant difference occurred between the categories of textile manufacturers and apparel 
manufacturers. Textile manufacturers were more likely to rate Hiring Practices significantly 
higher than were apparel manufacturers. No significant differences were found when the 
categories of textile and apparel manufacturers were pooled and compared with retailers. 
Analysis of variance also was performed to determine if differences existed between the 
manufacturers (both textile and apparel) and the retailers (both store and catalog) (see Table 
4.11). On only one item were means significantly different. Manufacturers were more likely 
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Table 4.11 Analysis of Variance Between Manufacturers and Retailers for Hiring Practices 
Means^ 
Source df F Retailers Manuf. 
Hiring Practices 1 6.68* 3.31 2.59 
Allows employees to reschedule working hours to 
take coursework 1 0.62 2.75 2.52 
Allows employee time off work for coursework 1 0.31 2.22 2.06 
Provides tuition reimbursement 1 9.07* 4.13 2.78 
Would hire Master's graduate 1 3.94 3.56 3.04 
Note. Catalog retailers were not included in the retailing responses. 
^ Retailers w = 48, Manufacturers n = 45 
*p<.05 
to provide tuition reimbursement than were retailers. Recalling from Table 4.10 that there was 
a significant difference between textile and apparel manufacturers, it must be remembered that 
textile manufacturers and not apparel manufacturers were more likely than retailers to provide 
tuition reimbursement for their employees who take coursework toward an advanced degree. 
Reasons for Not Hiring Master's Graduates 
One item in the questionnaire ascertained reasons for companies never hiring graduates 
with a Master's degree. Of those respondents answering this question (n=S), 8 respondents 
indicated that there was no need in their company for employees with a Master's degree. Five 
respondents also indicated their companies could not afford the additional cost in salaries that 
Master's graduates usually require, and three responded that the Master's degree was over-
inflated in terms of value to employers. Several respondents also indicated that Master's 
graduates offered nothing that individuals with a Bachelor's degree did not have. Said 
respondent #49, "A Master's program implies continued knowledge in a specific area. In 
65 
clothing and textiles there is a creative direction (i.e., design, product development), and a 
business orientation (planning, control, costing). Undergraduate work would give general 
knowledge in both areas." Perhaps the comment from one respondent accurately sums up how 
the textile and apparel industry feels about the value of a Master's degree: 
This is a strange industry. I came to this position from the pharmaceutical field 
where a Master's degree is required, and I know that most of the other industries 
consider a Master's degree as valuable. However, this is the only industry I 
know of that thinks a Master's degree only makes the person more expensive to 
employ, and doesn't believe that having a Master's de^ee can make a person a 
better employee. They want to pay the cheapest wages possible and that usually 
excludes anyone with a Master's degree (respondent #141, phone conversation). 
Graduate Degrees Currently Represented in Industry 
Of those companies that did hire Master's graduates, there was a definite preference for 
Master's graduates with a business degree. Overwhelmingly, Master's of Business 
Administration graduates were most likely of all Master's graduates to be employed by 
companies responding to the survey (see Table 4.12). Pairwise comparison between the types 
Table 4.12 Master's Degrees Among Employees in Companies Responding 
Types of Degrees M SD n 
Master of Business Administrarion 5.29* 1.72 80 
Master of Science in Textiles 
& Apparel 3.76 1.95 70 
Master of Science in Management 3.75 1.78 72 
Master of Science in Marketing 3.65** \ni 69 
Master of Science in Textile Engineering 2.99 1.69 68 
Master of Science in Textile Technology 2.94 1.75 66 
Master of Art or Science - General 2.91 1.74 68 
Master of Fine Art 2.88 1.67 67 
*p<.0001 Significant difference between next lowest mean. 
**p<05 Significant difference between next lowest mean. 
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of degrees possessed by organizations' current employees show that there are significantly 
more Master's of Business Administration degrees than all other types of graduate degrees 
(/=5.26, p<.0001). There was no significant difference between the next three graduate 
degrees identified. Graduates with a Master of Science in textiles and clothing, management, 
or marketing were employed equally by the companies represented in the survey. 
Of the companies responding to the survey, approximately 34% had never hired a textiles 
and apparel Master's graduate, 35% were unsure or didn't know, and 31% had hired textile 
and apparel Master's graduates at some point in the past. On a related question, respondents 
(n=94) indicated that, within the past five years, 37% had not hired a textiles and apparel 
Master's graduate and 43% were unsure. Only 20% of companies indicated they had hired a 
textiles and apparel Master's graduate within the past five years. Six firms did not answer 
these two questions. 
Implications 
Data suggests that the majority of textile and apparel companies do not value employees 
pursuing a Master's degree. Of the few companies that offer educational incentives, most 
incentives are in the form of tuition reimbursement. Educational incentives may be viewed by 
these few companies as an employee benefit rather than as a demonstration of their appreciation 
of individuals with Master's degrees. Overall, many companies do not hire Master's 
graduates, and the companies that do hire more graduates with a Master's of Business 
Administration degree. Reasons for this may include that Master's of Business Administration 
graduates may be perceived as able to hold a wider variety of jobs. Perhaps there are simply 
more MBAs available for hire than applicants with other types of Master's degrees. No 
significant difference was found between the number of hired Master's graduates in textiles and 
apparel, marketing, and management. Companies that do hire Master's graduates do not start 
them with a higher salary, a higher starting level within the company, or promote them at a 
faster rate than individuals with a Bachelor's degree. 
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Scenarios 
Scenarios describing four hypothetical job applicants were created to assess attitudes 
toward the knowledge, skills and abilities various texdle and apparel Master's graduates might 
acquire depending upon emphasis of program. Job applicants, one each in the areas of design, 
merchandising, production management, and marketing were presented to respondents. 
Applicant A 
Applicant A was designed to represent a textiles and apparel Master's graduate with a 
merchandising emphasis. Besides having a knowledge of the merchandising functions within 
a textiles or apparel firm, this applicant also had a strong mathematical and statistical 
background, knowledge of the product development process, experience in forecasting 
techniques and costing procedures, and experience with varied computer software applications. 
Respondents were asked to identify positions within their organization that a person with 
the job qualifications and experiences listed would be most qualified for (see Appendix F for a 
completed listing of applicant responses). A content analysis of responses indicated that most 
respondents identified Applicant A as qualified for an entry-level position within the 
merchandising areas of their companies. Job titles listed most frequently included assistant or 
trainee-level merchandiser, entry-level buyer's assistant, planning, merchandising manager, 
buyer, and general product development. 
Respondents answering questions to this scenario were asked to identify areas of 
knowledge that were important to performing the jobs they identified for the scenario and for 
applicants to possess in order to be considered a strong job candidate for their company. Table 
4.13 identifies, in descending order, the knowledge areas selected for Applicant A. Of the 100 
respondents, 91 completed this subsection. As can be seen, 47 respondents believed that retail 
management was the most important knowledge area for Applicant A to have to be successful 
in Uieir company. Of these 47 responses, 79% were from human resource representatives 
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Table 4.13 Knowledge Areas Identified for Merchandising Positions (/a=91) 
Knowledge Areas #" 
Retail management 47 
Current textile and apparel technology 37 
Product evaluation 33 
Management theory 30 
Quality control procedures 30 
Apparel industry structure 29 
Knowledge of merchandising functions 23 
Computer aided design and manufacturing 22 
US. govemment regulations/policies of textile & apparel 
industry 14 
Textile testing procedures 21 
Strong mathematical background 20 
Knowledge of product development process 20 
Computer software applications 20 
Forecasting techniques 15 
Costing procedures 14 
Foreign language 11 
Multiculturd issues 10 
from store retailers, 11% from apparel manufacturers, 6% from textile manufacturers, and 2% 
represented catalog retailers. Having knowledge of current textile and apparel technology was 
ranked second. However, this reflected a more diverse response than did retail management 
knowledge. Of the 37 responses concerning current textile and apparel technology, 46% were 
from apparel manufacturers and only 30% were from store retailers. The knowledge areas of 
product evaluation, management theory, quality control procedures, apparel industry structure, 
merchandising functions, and computer-aided design and manufacturing also were listed by 
more than half of the respondents. Although knowing a foreign language was listed by only 
11% of all respondents as important for a merchandising Master's applicant to possess, the 
range of qualitative answers was interesting. Spanish was the language cited by 4 respondents 
as most important to know, followed in frequency by German, Japanese, and French. 
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Importance of Previous Work Experience: Applicant A 
No respondents indicated that possession of a Master's degree by Applicant A was 
important. However, work experience was found to be highly regarded by most respondents. 
Table 4.14 shows the intercorrelations between items measuring a company's value for a 
Master's degree through Hiring Practices and varying levels of previous work experience. As 
can be seen, only after an applicant had two years of previous work experience is there a 
significant correlation between willingness to hire and Hiring Practices of an organization. 
This means that the higher the value of a Master's degree as demonstrated through an 
organizations' Hiring Practices, the more the organization will want to hire a Master's graduate 
who has two years of previous work experience. 
Table 4.14 Intercorrelations Between Subscales for Company's Hiring Practices and 
Educational Incentives and Likelihood to Hire at Different Levels of Work 
Experience for Applicant A: Merchandising 
Hiring Practices and Educational Incentives Experience Levels 
No exp. 10 wk. 2 yrs. 
Intern. exp 
• Hiring Practices 
• Allows employees time to reschedule working 
hours 
.09 .12 .28* 
.10 .10 .18 
• Allows employees time off work for 
coursework .01 .13 .11 
• Provides tuition reimbursement for advanced 
degree coursework -.12 -.02 .08 




Hypotheses involving varying levels of work experience were tested for Applicant A 
using a paired comparison t test. 
H1: Human resource representatives will be more likely to hire Master's Applicant A 
with a 10-week internship (M=5.21) than Master's Applicant A with no previous work 
experience (M=4.64). 
Results: Hypothesis one was supported with a mean difference of .57 (t=4.97, 
p=<.000l, n=9l). 
H2: Human resource representatives will be more likely to hire Master's Applicant A 
with two years previous work experience (A/=6.09) than Master's Applicant A 
with a 10-week internship (A/=5.21). 
Results: Hypothesis two was supported with a mean difference of .88 (r=7.04, 
p=<.0001, /i=91). 
Applicants 
Applicant B was designed to represent a textiles and apparel Master's graduate with a 
marketing emphasis. This applicant was idenrified as having knowledge of marketing 
strategies, advertising concepts and theory, consumer behavior principles and theory, and 
mathematics and statistics. In addition, this applicant had experience in marketing research and 
with computer software applications including word processing, statistics, graphics, and retail 
simulations. The hypothetical marketing Master's applicant also had an understanding of 
international trade regulations and policies concerning the textile and apparel industry. 
Applicant B was idenrified by respondents as qualified to fill many entry level positions 
in the marketing division of companies represented in the survey (see Appendix F for a 
complete listing). Among the positions listed most often were general entry-level marketing, 
marketing research, marketing representative and advertising. Applicant B was also listed as 
qualified to work in the merchandising and product development areas of some companies. 
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Table 4.15 identifies, in descending order, the knowledge areas listed and their response 
frequencies for Applicant B, the marketing emphasis Master's applicant. Of the 98 
Table 4.15 Knowledge Areas Identified for Marketing Positions (n=87) 
respondents, 87 completed the subsection concerning Applicant B. Overwhelmingly, having 
merchandising knowledge was considered by most respondents («=54) as important for 
Applicant B to be a successful job applicant. Knowledge of apparel industry structure, product 
development, management theory, and business ethics also were listed more frequently. 
Having knowledge of a foreign language was listed more often for Applicant A than for 
Applicant B. For applicants with a marketing emphasis, Spanish was listed most frequentiy, 
followed closely by German. Other languages listed included French, Japanese, Italian, 
Chinese, and Arabic. 
Importance of Previous Work Experience: Applicant B 
Only three respondents indicated that possession of a Master's degree by Applicant B 
was important. However, as with Applicant A, work experience was found to be highly 
Merchandising 




Understanding of international trade regulations/policies 
Multicultural issues 
Knowledge of marketing strategies 
Marketing research 
Economics 
Advertising concepts and theory 
Computer software 
Consumer behavior principles and theory 
Foreign language 
Mathematics/statistics 

















regarded by most respondents. Table 4.16 shows the intercorrelations between items 
measuring a company's Hiring Practices and educational benefits and how Applicant B was 
judged according to varying levels of previous work experience. All levels of work experience 
from no experience to 2 years of previous work experience were highly significantly correlated 
to Hiring Practices and to whether an organization would hire die Master's applicant if 
appropriate for the job. Even with no previous work experience, Applicant B with a marketing 
emphasis would be more likely to be encouraged to attain an advanced degree, actively 
recruited, given preference, and considered for hire by firms with a higher value of the 
Master's degree (as demonstrated by Hiring Practice scores), whereas a similar applicant with a 
merchandising emphasis (Applicant A) was not shown those preferences without experience. 
Table 4.16 Intercorrelations Between Subscales for Company's Hiring Practices and 
Educational Benefits at Different Levels of Work Experience for Applicant B: 
Marketing 






Hiring Practices .24* .31** 
Allows employees to reschedule working hours to 
take coursework .18 .14 .14 
Allows employee rime off work for coursework .15 .22* .13 
Provides tuition reimbursement .10 .19 .20 




Hypotheses involving varying levels of work experience were tested for Applicant B 
using paired comparison r-tests. 
H3: Human resource representatives will be more likely to hire Master's Applicant B 
with a 10-week internship (Af=4.58) than Master's Applicant B with no previous work 
experience (A/=4.07). 
Results: Hypothesis 3 was supported with a mean difference of .48 (r=4.05, /7=<.0001, 
w=86). 
H4: Human resource representatives will be more likely to hire Master's Applicant B with two 
years previous work experience (M=5.52) than Master's Applicant B with a 10-week 
internship (M=4.58). 
Results: Hypothesis 4 was supported with a mean difference of .94 (/=7.45, 
p=<.0001, n=86). 
Applicant C 
Applicant C was designed to represent a textiles and apparel Master's graduate with a 
production management emphasis. Applicant C had knowledge of quality assurance 
procedures, costs, and fit procedures as well as comprehension of the various philosophies of 
total quality management. This applicant also had experience in specifications for assembly 
methods and applied knowledge in computer software including grading, marking, and pattern 
making design systems. 
Applicant C was most often listed as qualified for positions in the production or 
manufacturing branch of firms surveyed; positions associated with quality assurance or quality 
control were mentioned most frequently (see Appendix F for complete listing). Only six 
respondents mentioned positions at the assistant or entry-level, and overall entry-level positions 
were not listed as frequently as they were for Applicants A (n=22) and B (n=l2). 
Table 4.17 shows the knowledge areas and frequencies identified by respondents for 
Applicant C to be a successful job candidate in their firms. Textile testing and product 
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Table 4.17 Knowledge Areas Identified for Production Management Positions (n=67) 
evaluation were the two most important knowledge areas for an applicant to have to fill the jobs 
listed for Applicant C. Of 67 respondents filling out this section of the questionnaire, more 
than half of the respondents felt these two competencies were needed by Applicant C. Having 
knowledge of apparel industry structure, statistics, and textile chemistry also were listed by 
almost one-third of all respondents. Foreign language was seen as important by 16% of 
respondents. Languages identified most frequently were Spanish («=7) with Chinese, French, 
Portuguese, Japanese, and German each mentioned by one respondent. 
Importance of Previous Work Experience: Applicant C 
Work experience was also highly regarded by most respondents when considering hiring 
of Applicant C. Table 4.18 shows the intercorrelations between items related to a company's 
value for a Master's degree and how Applicant C was judged according to varying levels of 
previous work experience. A significant positive correlation existed between all levels of 
experience in the production management area and Hiring Practices. This indicates that 
Textile tesnng 
Product evaluation 
Apparel industry structure 
Statistics 
Textile chemistry 
US. government trade regulations/policies 
Multicultural issues 
Management theoiy 
Quality assurance procedures and costs 





Methods to determine product costs 






















Table 4.18 Intercorrelations Between Subscales for Company's Hiring Practices 
and Educational Benefits at Different Levels of Work Experience for Applicant 
C: Production Management 
Measures of Company Value Experience Levels 
10 wk. 2 yrs. 
No exp. Intern. exp 
.28* .28* .27* 
.18 .19 .17 
.19 .23 .11 
.20 .26* .21 




Hiring Practices factor 
Allows employees time to reschedule working hours 
Allows employees time off work for coursework 
Provides tuition reimbursement for advanced degree 
coursework 
Would hire individual with Master's degree 
organizations would actively recruit and give preference to Master's graduates with a 
production management emphasis. There was also a significant correlation found between 
applicants at all work experience levels and whether organizations would consider hiring them. 
As with the two previous scenarios, nonsignificant inter-item correlations between work 
experience and Hiring Practices indicate that although a Master's degree job applicant with a 
production management emphasis is actively recruited, given preference, and likely to be 
considered for hire when appropriate, companies were still not willing to start applicants with a 
higher salary, at a higher level, or move them on a faster career track regardless of previous 
experience. 
Hypotheses involving varying levels of work experience were tested for each applicant 
using paired comparison r-tests. 
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H5: Human resource representatives will be more likely to hire Master's Applicant C with a 
10-week internship (A/=4.23) than Master's Applicant C with no previous work 
experience (A/=3.83). 
Results: Hypothesis 5 was supported with a mean difference of .41 (r=2.67, 
p=<.05, n=69). 
H6: Human resource representatives will be more likely to hire Master's Applicant C with two 
years previous work experience (M=5.23) than Master's Applicant C with a 10-week 
internship (A/=4.23). 
Results: Hypothesis 6 was supported with a mean difference of 1.00 (/=6.59, 
p=<.0001, «=69). 
Applicant D 
Applicant D was designed to represent a textiles and apparel Master's graduate with a 
design emphasis. This applicant had knowledge of computer software applications including 
grading, marking, and pattern-making design systems, and also had knowledge of aesthetics 
and color theory. In addition, Applicant D had experience with forecasting techniques, an 
understanding of functional design properties, and applied textile and fabric knowledge. 
Applicant D was most often identified as qualified to work in the areas of product 
development or design, although manufacturing and marketing positions also were listed (see 
Appendix F for a complete listing). 
Of 66 respondents answering the Applicant D subsection, approximately 60% felt 
merchandising is the most important knowledge for an applicant to possess to be successful 
(see Table 4.19). Product evaluation, marketing techniques, and consumer behavior 
knowledge were also listed by more than one-third of all respondents. As with the previous 
three scenarios, foreign language and business ethics also were identified as knowledge areas 
needed for design emphasis job applicants. 
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Table 4.19 Knowledge Areas Identified for Design Positions (n=66) 
Knowledge Areas ¥ 
Merchandising 39 
Product evaluation 29 
Marketing techniques 25 
Consumer behavior 23 
History 18 
Computer software 10 
Aesthetics and its' application to design 9 
Forecasting 8 
Color theoiy 7 
Business ethics 7 
Multicultural issues 6 
Functional design properties 5 
Applied textile/fabric knowledge 5 
Foreign language 3 
Importance of Previous Work Experience: Applicant D 
As with the three previous job applicants, work experience also was regarded highly by 
most respondents considering hiring Applicant D. Table 4.20 shows the intercoirelations 
Table 4.20 Intercorrelations Between Subscales for Company's /Jiring Practices and 
Educarional Benefits and Likelihood to Hire at Different levels of Work 
Experience for Applicant D: Design 
Hiring Practices and Educational Benefits Experience Levels 




Hiring Practices .30* .25* .22 
Allows employees time to reschedule working hours .12 .24* .23 
Allows employees rime off work for coursework .21 .28* .25* 
Provides tuition reimbursement for advanced degree 
coursework .25* .24* .23 
Would hire individual with Master's degree .13 .16 .14 
*/j<.05 
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between items related to a company's value for a Master's degree and how Applicant D was 
judged according to varying levels of previous work experience. Hiring Practices items are 
significantly correlated to likelihood to hire Applicant D with no experience or with a 10-week 
internship. However, with two years of previous work experience this correlation is 
nonsignificant. An interesting trend occurs with educational incentives and an 
applicant with a 10-week internship experience. Likelihood of hiring Applicant A wiUi 10-
week internship experience is significantiy correlated to the educational incentives items. 
Correlations indicate that employees with an internship are not only encouraged to attain an 
advanced degree and reimbursed for tuition costs, but they are also allowed to reschedule their 
working hours around classes and are given time off work for classes by firms likely to hire 
them. There was also a significant correlation between likelihood of hiring Applicant D with 
no experience and an organization providing tuition reimbursement. 
Hypotheses involving varying levels of work experience were tested for each applicant 
using paired comparison r-tests. 
H7: Human resource representatives will be more likely to hire Master's Applicant D with a 
10-week internship (M= 4.16) than Master's Applicant D with no previous work 
experience (M=3.57). 
Results: Hypothesis 7 was supported with a mean difference of .60 (/=4.81, 
p=<.0001, «=67). 
H8: Human resource representatives will be more likely to hire Master's Applicant D with two 
years previous work experience (A/=5.13) than Master's Applicant D with a 10-week 
internship (M= 4.16). 




Knowledge Emphasis. Across all four scenarios, "applicants having a Master's degree" 
was checked by only six respondents as an important qualificadon to have to be a successful 
applicant to their organization. These responses were made for the marketing («=3), 
production management (n=2), and design emphasis («=1) job applicants. Having a Master's 
degree was not considered to be important by any respondents considering an applicant with a 
merchandising emphasis. 
Job applicants with a Master's and with an emphasis in marketing or production 
management appear to be considered more valuable at all levels of previous work experience by 
companies with a higher value of the Master's degree. A job applicant with a merchandising 
emphasis is considered valuable only at the two-year experience level. There appears to be 
more value of a Master's degree for job applicants with a design emphasis without two-years 
of previous experience. 
A few business-related knowledge areas were the most frequently identified as important 
for all Master's job applicants. Merchandising knowledge was listed most frequently for 
applicants with emphasis in both marketing and design. Retail management was cited most 
often as important knowledge for a merchandising emphasis applicant to possess, as well as 
knowledge of current technology, product evaluation, and management theory. Having 
knowledge of product evaluation procedures was seen as important for applicants in all but the 
marketing area. Not listed as frequently as most other knowledge areas, but interesting in 
consistency across all emphasis areas, were the knowledge areas of business ethics and 
language skills. The language mentioned most frequently as important for a job applicant to 
possess was Spanish, followed closely by German. 
Work Experience. For all four Master's applicant scenarios in the areas of 
merchandising, marketing, production management, and design two years of previous work 
experience was preferred over experience from a 10-week internship or no experience. 
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Examination of qualitative answers from respondents support tiiis assertion. Of the 
respondents who answered the section alx)ut perceived weaknesses and strengths of textile and 
apparel Master's graduates (n=32), 15 cited no or little previous work experience as a 
weakness. Respondent #111 cited a "lack of field and work experience," while respondent 
#167 stated that textiles and apparel Master's graduates had "no practical experience" and "too 
much 'book learniog.' with limited hands-on work experience" as a weakness of a Master's 
graduates in textiles and apparel. Another respondent (#246) stated in a section devoted to 
additional comments: "Someone fresh out of college with no industry experience is pretty 
useless-company deadlines are too critical to allow for a learning curve." Respondent #149 
concurred, stating: "Experience is more important than an education. Education is also most 
beneficial when combined with work. A Master's degree should be pursued after working in 
the field for a year." 
Although previous work experience appears to be very important when respondents make 
hiring decisions, even applicants with work experience may be required to begin at entry-level 
positions in the textile and apparel industry. Many organizational philosophies appear to 
incorporate the "work your way up the ladder" mindset. Said respondent # 91: "I would not 
object to hiring Master's graduates-I have never found that they want to start entry level-
which is the only thing we hire. We promote from within and all employees go through a 
training program." Another stated: "Please keep in mind our career path starts in the stores 
and then leads to the merchant ranks. AH entry-level exec's are selling managers first. They 
learn management, customer service and who their customer is" (#79). 
Knowledge. Skills, and Abilities of Textiles and Clothing Graduates 
In order to understand whether textiles and apparel Master's graduates have the proper 
resources to exchange in the job marketplace, it was important to measure the perceptions held 
by human resource personnel of the knowledge, skills, and abilities of textiles and apparel 
Master's graduates. 
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Perceptions of Textiles and Clothing Master's Graduates 
Exploratory factor analysis using the principal components method with orthogonal 
rotation (SAS Institute Inc., 1985) was conducted on the items measuring perceptions held by 
human resource respondents of textiles and clothing Master's graduates. Factor analysis was 
used to reduce the 32 knowledge areas and the 16 interpersonal and intellectual skills and 
abilities in this section to a smaller number of linearly related multi-item factor scores (Agresti 
& Finlay, 1986). Factors were named according to the content areas outlined by strongly 
loaded items. Analysis and discussion is divided into the knowledge areas and tiie 
interpersonal and intellectual characteristics textiles and apparel Master's graduates are 
perceived to possess. 
Knowledge Areas 
After inspecting the table of correlation coefficients between the pairs of knowledge 
variables and examination of several factor loading matrices, it was decided that a three-factor 
solution best described the relationships among variables measuring perceptions held by human 
resource administrators of the knowledge areas a textile and apparel Master's graduate might 
possess. These three factors are described in Table 4.21 as design, merchandising, and 
business knowledge. Items loading at .35 or more on secondary factors were not used to 
allow clear delineation and independence among constructs identified in factors. 
The fu-st factor reflected perceptions human resource administrators hold about the type 
of design knowledge textiles and clothing Master's graduates possess. All items except two 
are directiy related to knowledge areas in textile and apparel design. Three items were not 
included in the fu-st factor as they loaded at .35 or higher on at least one of the remaining 
factors. 
The second factor included perceptions human resource personnel hold about die type 
of merchandising knowledge textiles and clothing Master's graduates possess. Business 
knowledge was identified as the remaining latent variable. This factor included items that 
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Table 4.21. Perceived Knowledge Factors 
Factors (w=89) Factor Loadings 
Factor 1; Design Knowledge 
• Functional design .82 
• Grading and pattern making .80 
• Textile testing procedures .79 
• Wearable/fiber design .77 
• Computer-aided design and manufacturing .73 
• Aesthetics .70 
• History .64 
• Textile chemistry .63 
• Current textile and apparel technology .58 
• Research design and methods .56 
Eigenvalue = 11.49 
Proportion variance explained = .36 
Cronbach's alpha =.92 
Factor 2: Merchandising Knowledge 
• Economics/Consumption .81 
• Forecasting .75 
• Consumer Behavior .73 
• Social/psychological aspects of dress .69 
• Merchandsing .69 
• Market research techniques .63 
• International trade regulations & policies .53 
Eigenvalue = 4.48 
Proportion variance explained = .14 
Cronbach's alpha = .87 
Factor 3: Business Related Knowledge 
• Statistics .80 
• Management theory .80 
• Computer software .77 
• Business ethics .75 
• Accounting .62 
• Finance .62 
Eigenvalue = 2.29 
Proportion variance explained = .07 
Cronbach's alpha = .84 
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Table 4.21. Continued 
Items Not Fitting Factors 
Apparel industry structure 
Costing 
Cultural aspects of dress 
Foreign language 
Product development process 
Product evaluation 
Quality control techniques 
Teaching techniques 
US government regulations and policies of textile and apparel industry 
reflected business-related knowledge areas that a textile and apparel Master's graduate might 
possess. 
Cronbach's alpha was computed to determine factor reliability of items maintained as 
defining each factor construct. Reliability of all three variables was high, ranging from .84 for 
the business-related factor to .92 for the design factor. 
Means for the summated scores of the three knowledge factor items were examined to 
determine respondents' overall perceptions of the knowledge possessed by textiles and apparel 
Master's graduates. Table 4.22 lists the mean summated scores and standard deviations of the 
knowledge variables found in the design, merchandising, and business factors. 
Table 4.22 Overall Perceptions of the Knowledge of Textiles and Apparel Master's 
Graduates (possible 1 to 7 range) 
Knowledge Multi-Item Scores Translated Raw Raw Raw 
Mean Mean Range SD 
Design Knowledge 5.37* 53.71 22-70 1.07 
Merchandising Knowledge 5.14* 35.89 11-42 .73 
Business-Related Knowledge 4.5* 27.02 6-42 .32 
*p<.0001 
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Mean scores indicate that textile and apparel Master's graduates were perceived by respondents 
as most likely to possess design knowledge, followed closely by the possession of 
merchandising knowledge. Respondents were more unsure or neutral as to whether textile and 
apparel Master's graduates possessed business-related knowledge. Pairwise comparison t-
tests indicated that significant differences existed between each factor. 
Using one-way analysis of variance, gender differences were analyzed to discover if male 
and female respondent perceptions differed significandy on the three factor knowledge areas 
that textiles and apparel Master's graduates possessed. Mean differences between the two 
gender groups were found to be insignificant. 
Skills and Abilities 
After inspecting the table of correlation coefficients between the pairs of personal, 
interpersonal, and intellectual variables, and analyzing several factor solutions, it was decided 
that a two-factor solution best described the perceptions held by human resource administrators 
of the skills and abilities a textile and apparel Master's graduate might possess. Table 4.23 
presents the two factors, Intellectual Abilities and People Skills. 
The fu"st factor is defined as Intellectual Abilities. Only three items loaded on the first 
factor that did not also correspondingly load .35 or higher on the second factor. Eleven items 
loaded at .50 or above but were not used as they also loaded at .35 on the second factor. The 
Intellectual Abilities factor had a summated mean of 5.35 (p<.0001) on a possible 7-point 
scale, with answers ranging from 1 to 7 (see Table 4.24). 
Two items loaded on the People Skills factor, leadership ability and skill at managing 
people. The summated mean scores of the factor identified as People Skills was 4.64 
(p<.(X)01) with answers ranging from 1 to 7, indicating that human resource representatives 
were more unsure or neutral as to whether textile and apparel Master's graduates possess these 
skills (see Table 4.24). 
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Table 4.23. Skills and Abilities Factors 
Factor Items (w=90) Factor Loading 
Factor 1: Intellectual Abilities 
• Qitical thinking .90 
• Analyzing information .89 
• Problem solving .86 
Eigenvalue = 1.23 
Proportion variance explained = .69 
Cronbach's alpha = .95 
Factor 2: People Skills 
• Leadership .90 
• Managing people .88 
Eigenvalue = 11.38 
Proportion variance explained = .08 
Cronbach's alpha (for summated items) = .97 












Table 4.24 Overall Perceptions of the People Skills and Intellectual Abilities Possessed by 
Textiles and Apparel Master's Graduates 
Factors Translated Raw Raw Raw 
Mean Mean Range SD 
People Skills 4.64* 9.27 2-14 .32 
Intellectual Skills 5.35* 16.06 3-21 .38 
p< .001 
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Qualitative answers and additional comments from respondents support the scores of 
people skills and intellectual abilities. Overall, it appears that most human resource 
administrators perceive textiles and apparel Master's graduates as possessing fairly strong 
intellectual abilities. A respondent from a large store retailer (#36) listed the "ability to think" 
and "exposure to other ways of thinking" as strengths possessed by textiles and apparel 
Master's graduates, while another respondent (#66) from a textile manufacturing facility 
commented that he believed graduates to have "good thought processes." Respondent #116 
also was impressed with textile and apparel Master's graduates "ability to analyze simations 
and take initiative in problems solving" and their "ability to leam new systems". The generally 
high mean of the intellectual factor indicates that intellectual abilities of the textiles and apparel 
Master's graduate are not an area in which they are perceived as lacking. 
However, comments about the personal and interpersonal skills were not as supportive. 
Said respondent #102, textiles and apparel Master's graduates are "activity oriented; not a 
results-oriented and people person," and that they are not "line management leader" people. 
This sentiment also was echoed in the comments of respondent #66 who stated that textiles and 
apparel Master's graduates have an "inability to relate to production employees" and are 
"impatient." Four respondents specifically stated that inteipersonal skills were a weakness in 
textiles and apparel Master's graduates, although respondent #79 listed interpersonal skills as a 
strength (although he was the only respondent to do so). Another commented that textiles and 
apparel Master's graduates lack "listening skills and leadership skills" (#117). The neutral 
mean score and qualitative answers indicate that leadership skills and people managing skills 
are areas of concern to a number of employers in their perceptions of textiles and apparel 
Master's graduates. 
Eleven interpersonal skills and intellectual abilities were not used in either of the two 
previous factors as they loaded at .35 or higher on both factors (see Table 4.23). Although 
these skills and abilities did not form an independent factor, ten of the eleven had similar mean 
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scores and good correlations; they are worth looking at as possibly loading into a third multi-
item score. These ten items included oral and written communication, listening, decision­
making, priority-setting sollaboration/teamwork, planning, time management, creativity, and 
thinking flexibly. The summated mean for the ten items was 5.22 on a 7-point scale, with 
responses ranging from one to seven. Reliability for the grouping of these items was very high 
with a Cronbach's coefficient alpha of .96. 
One item of the eleven not used in initial factor analysis, negotiation skills, had a fairly 
neutral mean (A/=4.79,5Z)=1.49,/><.001). Data indicated that respondents were more unsure 
or neutral in their responses as to whether textiles and apparel Master's graduates possessed 
negotiation skills. In qualitative responses, two respondents indicated that negotiation skills 
were very important for positions in both the merchandising and the marketing branches of 
their organizations, and one respondent (#89) considered vendor negotiation skills a weakness 
of textile and apparel Master's graduates. 
Data indicating employers are more neutral or unsure as to whether textiles and apparel 
Master's graduates possess interpersonal skills are important in light of the fact that personal 
and interpersonal skills were listed as one of the two most important job qualifications human 
resource personnel consider when making hiring decisions. This conclusion may be 
interpreted several ways. First, this finding may indicate that, generally speaking, textiles and 
apparel Master's graduates are not seen as possessing appropriate interpersonal skills for 
working in the textile and apparel industry and that this is one area that may need to be 
enhanced through changes in curricula. Secondly, it is possible, of course, that the perceptions 
of human resource personnel are incorrect or perhaps negatively skewed by unfair biases. It 
can be argued that as human resource representatives do not actually work directiy with textile 
and apparel Master's graduates who happen to be in their organizations' employ, they are not 
qualified to assess the types of knowledge, skills, and abilities that these Master's graduates 
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possess. However, because of their importance in the hiring process, it is important that this 
curricular area be addressed by textiles and apparel faculty. 
Using one-way analysis of variance, gender differences were analyzed to discover if male 
and female perceptions differed significantly on the skills and abilities textiles and apparel 
Master's graduates possess. Differences between the two groups on the means of 
interpersonal skills and intellectual abilities were insignificant. 
Hiring Decisions 
Respondents were asked to rate how important six job qualification items were when 
making a hiring decision. Table 4.25 shows overall mean scores of items. Job experience and 
Table 4.25 Mean Scores of Factors Important in Hiring Decisions 
Item Mean SD N 
Previous work experience 6.11 1.57 94 
Personal skills 6.04** 1.52 94 
Intellectual skills 5.95* 1.50 93 
Job-appropriate coursework 5.15* 1.09 93 
Amount of education 4.95 1.09 94 
Type of degree 4.76 1.17 94 
*p<.05 Significant difference over next lowest mean 
Significant difference over next lowest mean 
personalAinterpersonal skills were considered most important to human resource representatives 
when making hiring decisions with means of 6.11 and 6.04 respectively, on a 7-point scale. 
Intellectual skills were rated third most important when making hiring decisions. Paired 
comparison r-tests were performed to determine if significant differences occurred between 
means. A significant difference existed between intellectual skills and the next lowest mean 
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score for job appropriate coursework. No significant mean differences existed for the two 
lowest scored itenis of type of degree and amount of education an applicant possessed. A 
commonly held attitude about the importance of work experience versus education was best 
stated by respondent #149, "Experience is more imponant than an education. Education is also 
most beneficial when combined with work. A Master's degree should be pursued after 
working in the field for a year." 
Value of a Master's Deoree 
One objective of this study was to explore variables that may predict a willingness on the 
part of textile and apparel industry employers to hire Master's graduates. It was assumed that 
Hiring Practices of an organization would be closely aligned to whether or not a respondent 
would be willing to hire a Master's apphcant and to how much an organization values graduate 
degrees for employees. Multiple regression was used to try and determine characterisitics of 
organizations that value Master's degrees as evidenced in hiring practices. A variety of 
independent variables were modeled against the dependent variable, Hiring Practices. Multiple 
regression was performed with items believed to possibly be important to respondents when 
making hiring decisions along with other variables such as respondent and company 
characteristics. 
The use of multiple regression as a predictive statistical technique is based on several 
assumptions. One assumption that was of particular concern was normality of the data or 
homoscedasticity of independent variable items. Most respondents rated work experience, 
personal/interpersonal characteristics and intellectual abilities as very important when making 
hiring decisions (see Table 4.25), causing these items to be skewed in distribution. 
Approximately 86% of the respondents rated work experience at 6 or 7 on a 7-point scale, with 
only 8.5% rating this item below a 4 on the 7-point scale. This frequency distribution was also 
seen in ratings on the imponance of interpersonal characteristics and intellectual abilities when 
making hiring decisions. Linear multiple regression cannot incorporate nonnormally 
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distributed variables. Residuals for the variables of work experience, intellectual abilities and 
interpersonal skills were examined. A violation of the assumption of homoscedasticity was 
detected for these variables, showing that there was a nonconstant standard deviation of the 
residuals in each of the identified variables (Agresti & Finlay, 1986). After running several 
models which included the variables of previous work experience, intellectual abilities, and 
inteipersonal skills, assumptions about their nonnormality and their effect on the outcome of 
the model were substantiated. The three nonnormally distributed variables were omitted from 
further regression analysis. 
Remaining variables were run in a regression model to determine whether tiiere were 
discriminating variables that might account for variability of Hiring Practices. Criteria 
including an applicant's amount of education, degree, and general knowledge were selected as 
appropriate independent variables. Respondent characteristics of age and amount of education 
were run as independent variables, as well as the company characteristic of number of 
employees. In addition, the factored multi-item scores of design, merchandising, and 
business-related knowledge as well as inteipersonal skills and intellectual abilities were 
identified as possible independent variables. Also designated as an independent variable was 
the item measuring whether a company had hired a textiles and apparel Master's graduate 
within the last five years (See Table 1, Appendix G). 
After all nonsignificant variables were eliminated from the model, residual plots of 
remaining variables were examined for nonnormality of data and for outliers. Cook's distance 
residual statistics also were examined to determine if any of the outliers caused significant 
influence on the estimated coefficients (Mendenhall & Sincich, 1993). None of the outliers 
were found to significantly affect the coefficients. 
Of the independent variables modeled for predicting willingness of employers to hire a 
Master's graduate, only two, amount of education a respondent had (amted) and whether a 
90 
company had hired a textile and apparel Master's graduate within the past five years (hired), 
were found to contribute significant information. 
Hiring Practices = 9.92 + 1.16(amted) +1.46(hired) 
This model accounted for approximately 12% (/?2 adjusted) of the variance (F=6.5, df=2l%\, 
/7<.01). 
Explanation of only 12% of the variance is not a satisfactory answer to what variables 
best estimate Hiring Practices. The most useful finding is that firms that have hired a textiles 
and apparel Master's graduate in the last five years are more likely to give preference to and 
value to applicants with a Master's degree as reflected in their hiring practices. 
Multiple regression was also used to explore independent variables that would contribute 
information about companies that have hired a Master's graduate in textiles and clothing during 
the last five years. No variables were found to significantly predict hiring record. 
More complex characteristics of organizations than earnings and number of employers 
may help determine explanatory factors. However, it was found that not even characteristics of 
human resource respondents significantly influenced the hiring practices or record of textile and 
apparel firms surveyed. 
Differences Between Categories 
Three-group discriminant analysis was performed to determine if there were any variables 
that differentiate among the categories of textile manufacturers, apparel manufacturers, and 
store retailers. Respondent characteristics of age and education as well as the company 
characteristic of number of employees were used as independent variables. In addition. 
Intellectual Abilities, People Skills, and Hiring Practices factors were included as independent 
variables to estimate discriminating functions. 
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Results of the three-group discriminant analysis can be seen in Table 2, Appendix G. 
Two discriminating functions were found to exist. However, only 58.51% of the grouped 
cases were correctly classified under this function. As prior probability for each group to be 
coirectly classified on a random basis before analysis was 33.3%, an increase of only 25.3% 
was not considered a substantial enough increase to impart confidence in discrimination of 
groups. Among variables classified under the first function, in only a little over half of the time 
would the groups be correctly classified. Due to weakness of group classifications, 
inteipretations of fmdings was not recommended. 
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CHAPTER 5: SUMMARY AND CONCLUSIONS 
Summary of Research 
Academicians in textiles and apparel have made great strides in identifying competencies 
needed by undergraduates to work in the textile and apparel industry. However, as a field we 
have not served Master's students equally as well. Until recently there had been no research 
examining employment outcomes and curriculum characteristics of the Master's degree in 
textiles and apparel. 
The Master's degree is considered to be the growth industry of graduate education with 
Master's programs in many disciplines continuing to see increased enrollment. Enrollments in 
textiles and apparel Master's programs also have increased over the last five years (Damhorst & 
Meyer, 1995). Reasons for these increases may include that students were seeking advanced 
degrees to give them a stronger competitive advantage in the job market and more students 
were interested in studying textiles and apparel at an advanced level. Textiles and apparel 
educators have a responsibility to determine if the education obtained by textiles and apparel 
Master's graduates is beneficial for both students and for employers such as organizations in 
the textile and apparel industry. 
This study was part two of a three-phase research project focusing on the Master's degree 
in textiles and apparel. Phase I was designed to measure textile and apparel faculty perceptions 
of and attitudes toward the employability of textile and apparel Master's graduates. The present 
study (Phase II) focused on collecting information from textile and apparel industry human 
resource representatives. The third phase of research will compare results obtained from both 
Phase I and Phase II. 
The overall purpose of the Phase II study was to determine whether a Master's degree was 
considered valuable and/or necessary by employers in the textile and apparel industry and 
whether students with textiles and apparel Master's degrees were marketable as employees. 
Specific objectives of the present research were to; 
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1. Identify employee attributes needed for jobs in the textile and apparel industry. 
2. Identify perceptions held by employers in the textile and apparel industry of Master's 
degree recipients in textiles and apparel. 
3. Identify strengths and weaknesses of Master's graduates in textiles and apparel as 
perceived by employers in the textile and apparel industry. 
4. Explore variables that may help predict the value of a textile and apparel Master's graduate 
to business and industry employers. 
5. Identify characteristics of textile and apparel firms tiiat may have job opportunities 
available for textile and apparel Master's graduates. 
Previous research from the fields of education, personnel management, and marketing 
provided a framework for this study. Research and literature on Master's degrees provided 
information about the purpose of Master's degrees and comparison of research about Master's 
degrees in other disciplines. Many of these studies also outlined employee characteristics 
needed for work in their respective industries. These studies, coupled with employer 
expectation literature, provided the basis for questionnaire items about the knowledge, skills, 
and abilities needed by employers in the textile and apparel industry. Marketing as an exchange 
process was used as a theoretical framework for studying people as products. This paradigm 
was helpful in identifying resources possessed by textile and apparel job applicants and utility 
of these resources to textile and apparel employers. 
The questionnaire developed specifically for this study was designed to measure a 
company's hiring and promotion policies, educational incentive benefits provided for 
employees, kinds of educational knowledge needed for jobs within a company, willingness to 
hire hypothetical applicants with varying amounts of previous job experience, previous hiring 
of textiles and apparel Master's graduates, perceptions of textile and apparel Master's 
graduates, and company and respondent characteristics. 
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The questionnaire was sent to a total of 340 textile and apparel companies identified in 
Ward's Business Directory (1994) as producing at least $100 million dollars a year in revenue. 
Additionally, the top 10% of businesses in textile and apparel manufacturing and store retailing 
subdivisions were selected for inclusion even if they did not produce $100 million dollars in 
revenue a year. The questionnaire was sent out to two samples, an initial prescreened sample 
and a second non-prescreened sample. Telephone screening of persons in the initial sample 
identified participants from 150 companies who agreed to participate in the survey. This 
sample yielded a return rate of 53% and a usable response rate of approximately 47%. The 
second mailing was sent to a non-prescreened sample after it was determined sufficient funds 
existed to sample the rest of the population. A total of 130 companies were sent questionnaires 
for this sample, which did not include telephone prescreening. The second sample yielded a 
30% response rate, with a 22.3% usable rate. A combined sample return rate of 34% was 
obtained, with an overall usable rate of 29.4%. 
Analysis of company and respondent demographics showed companies had an average 
annual revenue of $873 million and employed 9,300 employees on the average. Most human 
resource respondents had at least four years of college and held a bachelor's degree. Women 
represented 44% of respondents, and men represented 56%. 
Summary of Results 
Company Value of Graduate Education 
Principal components factor analysis of eleven questions about organization educational 
incentives and hiring and promotion policies yielded a latent variable entitled Hiring Practices. 
This factor represented textile and apparel organizations' hiring practices of Master's graduates. 
The summated mean score of strongly loaded items in this factor suggested that most 
respondents believe that employees with a Master's degree are infrequently valuable to their 
organizations as demonstrated by their hiring practices. Data from this subsection indicated 
that most companies almost never specifically recruit Master's graduates to fill a position, 
95 
although more organizations responded favorably to giving preference to and hiring a Master's 
graduate if appropriate for a job opening. However, most of these organizations in the textile 
and apparel industry rarely start Master's graduates at a higher level within the organization, do 
not pay them more because they possess a Master's degree, nor see Master's graduates as 
having more potential than employees with a bachelor's degree. These results are in direct 
conflict with findings from The National Center for Education Statistics (1988) that indicated 
having a Master's degree has a positive effect on salary with one year of degree completion 
with an average annual salary of approximately $4,700 more than Bachelor's degree recipients. 
No significant differences between male and female respondents were found to exist on hiring 
and promotion responses. 
Past research indicated that there is no clear consensus whether all U.S. employers value 
employees who hold Master's degrees. Casanova et al. (1992) suggested that U.S. 
businesses demonstrate their understanding of the importance and value of the Master's degree 
through support of employees pursuing advanced degree coursework. In the textile and 
apparel organizations represented in this study, more than half of all respondents indicated their 
companies almost never encourage their employees to attain advanced degrees. For the most 
part, educational incentives did not load into the Hiring Practices factor, indicating that perhaps 
educational incentives, such as tuition reimbursement and time off work to attend graduate 
classes, may be seen as employee benefits rather than a reflection of how organizations value 
Master's education in new employees. Textile manufacturers said they provided educational 
incentives to their employees more often than any other type of textile and apparel organization. 
Employer Expectations 
Knowledge 
Educational Coursework. Hypothetical job applicant scenarios were helpful in identifying 
the knowledge areas needed for positions in the areas of merchandising, marketing, production 
management, and design. 
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Respondents identified retail management knowledge as most important for a Master's 
applicant with a merchandising emphasis to be successful, followed by knowledge of current 
textile and apparel technology, product evaluation, and management theoiy. An applicant with 
merchandising emphasis was cited as qualified to work in the merchandising areas of 
companies responding to the survey. 
Master's graduates with a marketing emphasis were identified as needing knowledge of 
merchandising, apparel industry structure, product development and management theory to be 
successful job applicants. An applicant with marketing emphasis also was cited as qualified to 
work in the merchandising and product development areas of some companies. 
Textile testing and product evaluation are the two most important knowledge areas for the 
applicant who was described to have a production management emphasis. Having knowledge 
of apparel industry structure, statistics, and textile chemistry also were seen as important. This 
applicant was identified as most appropriate for positions in the production or manufacturing 
branch of organizations surveyed, with positions associated with quality assurance or quality 
control mentioned most frequently. 
The applicant with design background was identified by respondents as qualified for 
positions in the product development or design divisions of their organizations. There were 
fewer respondents answering this section, perhaps due to a smaller need for applicants wiUi 
this knowledge emphasis in the firms studied. This applicant was identified as needing 
knowledge in merchandising, product evaluation, marketing techniques, and consumer 
behavior knowledge to be successful. 
Business related knowledge areas were most frequently identified by respondents as 
important for all Master's job applicants to possess to increase their utility to an employer in the 
textile and apparel industry. The knowledge areas of language (especially Spanish and 
German), business ethics, merchandising, product evaluation, and retail management were, to 
vaiying extents, identified as important for every applicant. However, it is the consistency 
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across scenarios that is interesting, indicating that these knowledge areas should at least be 
addressed in curricular development. Also interesting in consistency across the four scenarios 
was the lack of responsdents indicating a Master's degree was valuable to have for the 
positions identified. 
Perceptions of Textiles and Clothing Master's Graduates' Knowledge Areas. Three latent 
variables were identified through principal components factor analysis of the knowledge 
perceived to be held by textile and apparel Master's graduates. The first, Design Knowledge, 
was composed of items related to textile evaluation and apparel design. The summated score of 
high loading factor items indicated that most human resource representatives are more positive 
in their perceptions that textiles and apparel Master's graduates were likely to possess this 
knowledge area. The second factor, Merchandising Knowledge, was related to textile and 
apparel merchandising. The summated score of high loading items indicated that human 
resource representatives are more likely to perceive textiles and apparel Master's graduates as 
possessing this type of knowledge. The final knowledge factor was Business Related 
Knowledge. This factor was composed of items including accounting, statistics, business 
ethics, management theory, computer software, and finance. Human resource representatives 
were more unsure or neutral as to whether this type of knowledge would be possessed by a 
textiles and apparel Master's graduate. 
Work Experience. As with other types of industries (Murphy & Jenks, 1982) employers 
in the textiles and apparel industry value previous work experience. In fact, previous work 
experience and interpersonal/personal skills were considered the two most important 
characteristics employers look at when making hiring decisions. Results indicated that 
although a job applicant with a Master's degree can be hired in the textile and apparel industry 
if they have previous work experience, they will be hired because of their previous work 
experience, not because they possess an advanced degree. Findings also indicated that 
although an applicant with a Master's degree may be considered for hire and occasionally be 
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given preference, the applicant will not be paid more, will not start at a higher level, nor be 
viewed as having more potential merely on the basis of having an advanced degree. This 
indicates that textile and apparel companies firmly believe that employees should start at the 
bottom of the ladder and work their way up the organizarional ladder. 
As was expected, the work experience related hypotheses for all hiring scenarios were 
supported. Results indicated that a Master's degree job applicant with a merchandising 
emphasis would be more likely to be hired with a 10-week internship experience than an 
applicant with no experience. The hypothesis that a Master's degree job applicant with a 
merchandising emphasis would be more likely to be hired with two years of previous work 
experience than an applicant with a 10-week internship was also supported. Higher mean 
scores for the merchandising Master's graduate, in comparison to other applicants, suggest 
that there may be more opportunities for Master's graduates with a merchandising emphasis in 
the organizations surveyed. 
Work experience coupled with an emphasis in marketing was highly regarded by 
respondents. However, unlike the merchandising emphasis Master's graduate, marketing 
emphasis applicants are more likely to be hired, encouraged to attain an advanced degree, and 
given preference even with no experience by the few firms who value graduate education. The 
work experience related hypotheses for this scenario were supported. A Master's degree job 
applicant with a marketing emphasis will be more likely to be hired with a 10-week internship 
experience than an applicant with no experience, and a Master's degree job applicant with two 
years of experience was more likely to be hired than a similar applicant with 10-week 
internship. 
As with the previous two scenarios, previous work experience was important to 
respondents when considering hiring of the Master's graduate with an emphasis in production 
management. As with the marketing emphasis graduate, respondents with higher value for 
Master's education indicated they would be more likely to hire an applicant with this emphasis 
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even with no experience or a 10-week internship. The two hypotheses related to the value of 
increasing work experience levels were also supported for the production management 
applicant. 
The two hypotheses for the Master's graduate with design emphasis were also supported. 
Respondents indicated that they would be more likely to hire this applicant with 10-week 
internship experience over the same applicant with no previous work experience. Respondents 
also indicated that this applicant with two years of previous work experience was more likely to 
be hired than the same applicant with a 10-week internship. 
Analysis of qualitative data suggested that human resources representatives are critical in 
their evaluation about the type and amount of previous experience textiles and apparel Master's 
graduates bring to the job marketplace. Analysis of data from this study emphasizing the need 
for previous work experience is supported by a study recently completed of merchandising 
Master's graduates that indicated most merchandising Master's graduates working in the textile 
and apparel industry believe Master's programs should incorporate more internship 
opportunities for students (de Castio, 1995). 
Abilities 
Intellectual Abilities. As has been suggested in past research, intellectual abilities are 
important to many employers (American Society for Training and Development, 1983; 
Carnevale et al., 1991, Murphy & Jenks, 1982). Under the subsection asking respondents 
about their perceptions of textiles and apparel Master's graduates' intellectual abilities and 
personal and interpersonal skills, two distinct factors emerged through a principal components 
analysis: People Skills and Intellectual Abilities. Critical thinking, ability to analyze 
information, and problem solving loaded together to form the factor. Intellectual Abilities. The 
items in this factor had a relatively high summated mean score indicating that overall, textiles 
and apparel Master's graduates are perceived as possessing high level intellectual skills. 
Trends from analysis of qualitative data about the strengths and weaknesses of textiles and 
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apparel Master's graduates also reflect that textile and apparel Master's graduates intellectual 
skills were lauded by many respondents. Intellectual abilities were also considered the third 
most important characteristic considered by human resource representatives when making 
hiring decisions. 
sms. 
Interpersonal. Earlier research efforts indicated teamwork and negotiation skills are 
becoming more desirable in employees as the world of work makes increasing demands for 
people to work productively with others (American Society for Training and Development, 
1983; Camevale et al., 1991; Secretary of Labor's Commission on Achieving Necessary 
Skills, 1991; Virginia Employment Commission, 1991). This was also supported by resulting 
study data, which indicated that interpersonal skills were one of the two most important 
characteristics considered when human resource representatives make hiring decisions. 
The two items of leadership and management skills loaded together in a principal 
components analysis to form the factor. People Skills. Interpretation of summated scores for 
this factor indicated that many employers are unsure or neutral as to whether textiles and 
apparel Master's graduates possess these interpersonal skills. Many employers were also 
unsure or neutral as to whether textile and apparel Master's graduates possessed negotiation 
skills. Taking into account the importance that human resource respondents placed on 
interpersonal skills, this finding may indicate that, generally speaking, textiles and apparel 
Master's graduates were not perceived as possessing appropriate or adequate interpersonal 
skills. This may be one area of student development that may need to be enhanced through 
changes in curricula. It is also possible that textile and apparel Master's graduates do possess 
these skills and that perceptions of the human resource personnel were unfairly biased. Either 
way, it is an area that needs to be addressed by textile and apparel academicians. It must be 
remembered that textile and apparel Master's graduates are clearly not the only employees who 
are perceived as having low interpersonal skills, however. Employers in several previous 
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studies felt that many colleges were doing a poor job of preparing students to supervise others 
and to work in teams, with management and supervisory skills seen as the greatest problem. 
Deficiencies in interpersonal skills have employers devoting a greater share of their human 
resources budgets on providing training toward developing these skills in their employees 
(Lusterman, 1977; Lynton, 1984; New England Board of Higher Education & New England 
Center for Continuing Education, 1987). 
Hiring Practices and Decisions 
Overall implications from this study suggest that the majority of textile and apparel 
companies do not hire or value employees with a Master's degree. Reasons given for not 
hiring Master's graduates were varied but were reflected in some respondents' comments that 
there is no need for a Master's degree in the textile and apparel industry. Respondents 
indicated that they do not usually consider applicants with a Master's degree because they 
believe many Master's graduates will not start at entry-level and will demand higher pay than 
an equally qualified undergraduate. 
However, organizations that do hire Master's graduates hire more Master's of Business 
Administration graduates. Textile and apparel, marketing, and management graduates were 
hired only half as frequently as MBAs. Reasons for this may include that there may be more of 
a variety of positions for graduates with an MBA or perhaps there are more MBAs than other 
Master's graduates. 
Employers rated previous work experience and interpersonal skills as equally important 
when making hiring decisions, with intellectual abilities third in importance. However, very 
little information was gained as to types of variables that would predict whether an employer 
would be willing to hire an applicant with a Master's degree. Overall, no strong evidence was 
found to indicate discriminating functions existed between textile and apparel categories that 
would help explain and predict whether a textile or apparel manufacturer or store retailer would 
be more willing to employ a Master's graduate, or more specifically, a textiles and apparel 
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Master's graduate. It was also found that the gender of the human resource representative was 
a nonsignificant factor. It was evident from the data that employers would be more willing to 
hire a textiles and apparel Master's graduate if the applicant possessed previous work 
experience, high level interpersonal skills, and high intellectual abilities. Previous experiences 
with hiring a textiles and apparel Master's graduate and the amounts of education of 
respondents were also variables identified as contributing information to describe willingness 
of a human resource representative to hire a textile and apparel Master's graduate. 
Application of Exchange Theory 
Using marketing exchange theory as a conceptual framework (Bagozzi, 1978,1979; 
Houston & Gassenheimer, 1987), Master's graduates were viewed as products in an exchange 
relationship with textile and apparel employers. This paradigm was helpful in understanding 
which resources of a Master's graduate have utility to employers. Resources of the entity 
explored (a Master's graduate) included the independent variables of intellectual abilities, 
personal and interpersonal skills, knowledge gained through educational coursework and 
previous work experience, and the type of degree obtained. As was found through data 
analysis, textile and apparel employers place great value in a potential employee's previous 
work experience and personal/interpersonal skills, and to a slightly lesser extent, intellectual 
abilities. Although fairly specific in outlining the types of educational coursework needed for 
an applicant to be a successful employee, most respondents placed very little value or utility on 
the possession of a Master's degree. For organizations that do hire Master's graduates, most 
hired graduates with a Master's of Business Administration degree over any other type of 
Master's degree. 
Forecasts of trends for the future suggested that Master's graduates clearly possess utility 
for potential employers. To address increasingly complex problems. Master's graduates will 
be the leaders in a globally integrated economy where workers will need advanced skills to 
communicate, to analyze information, and to make use of this information (Casanova et al.. 
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1992). Textile and apparel employers may not clearly understand or be attuned to changes in 
the near future and the implications such changes have for their industry. The textile and 
apparel industry is definitely biased toward previous experience and away from the Master's 
degree. Although previous work experience is a valuable commodity, all indications suggest 
that potential employees who can offer higher levels of analytical and integrative thinking 
skills, information processing skills, problem solving abilities, and technological know-how, 
can help the textile and apparel industry compete more effectively in the global economy 
(Damhorst & Meyer, in press). This largely untapped potential employee pool includes most 
Master's graduates in general, and textile and apparel Master's graduates in particular. 
Limitations 
One limitation of this study is that it is possible that human resource personnel that 
participated in the study may not be knowledgeable or totally informed about the performance 
of employees. Immediate supervisors of employees may be better able to assess the types of 
knowledge, skills, and abilities required to perform a task, and whether an individual 
possesses these knowledge areas, skills, and abilities. However, because human resource 
personnel are instrumental in hiring, their perceptions of job qualifications and applicants are 
nonetheless important. 
Another limitation of this study is the scope of textile and apparel employers studied. As 
evidenced in data collection and analysis of Phase I of this three-phase study, many smaller 
organizations have employed Master's graduates during the past five years, but the smaller 
firms were not included in the present industry sample. 
Several limitations existed also with the type of methods chosen. Although conducting a 
mailed questionnaire allowed a cost-efficient method of reaching respondents in a national 
survey, it was not possible to obtain more detailed information often afforded through 
conducting personal interviews. Additionally, with a total response rate of approximately 
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30%, it is impossible to calculate how the 70% of the sample that did not respond may have 
affected survey results. 
Several items of interest which possessed pertinant information were excluded from the 
questionnaire to keep time needed to complete the questionnaire at a reasonable length. Ratings 
of importance of the knowledge areas for each scenario applicant would have provided more 
in-depth information than the check-off format chosen. Salary and job description information 
about jobs each scenario applicant would have been qualified for would also have provided 
valuable information. In addition, more comparisons between bachelor and Master's degree 
graduates may have illuminated attitudes behind the relative lack of value employers assign to 
textile and apparel Master's graduates. 
Contributions to Research 
This study contributes significantly to understanding textile and apparel industries hiring 
policies, attitudes, and perceptions about hiring graduates with a Master's degree. In addition, 
this research specifically contributes information about the Master's degree in textiles and 
apparel and identifies issues important for academicians in textiles and apparel programs to 
address. 
Recommendations for Future Research 
This research has provided a significant, but still only a small amount of information about 
the Master's degree in textiles and apparel. Additional information is needed about placement 
of Master's graduates, starting salaries, and general overall satisfaction of Master's graduates 
working in industry. In addition, employers who have hired Master's graduates of textile and 
apparel programs within the past five years need to be researched further. 
In-depth case studies of graduate programs that have had success placing Master's 
graduates should be undertaken to identify characteristics of their programs and determine how 
they are meeting the needs of their students and employers. Efforts also should be directed 
toward learning how to better market Master's graduates and the skills they offer. This may 
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include a collaborative effort between schools and employers to evaluate program curricula and 
also to help graduate students obtain jobs while simultaneously helping the textile and apparel 
industry obtain people with advanced skills and knowledge. 
This study was unable to clearly identify variables that may have helped in determining 
why participating organizations have Hiring Practices that do or do not encourage or reward 
employees who have Master's degrees. As such, research is needed on the components of 
organizational culture that move an organization toward valuing Master's degrees in 
employees. Insight into people in organizational leadership positions and how their leadership 
shapes company hiring policies may be crucial in understanding textile and apparel indusdy 
attitudes and behavior regarding the Master's degree. 
Final Conclusions 
It can be stated almost unequivocally that the possession of a Master's degree is not 
considered valuable by most employers in the textile and apparel industiy. However, if a 
Master's graduate possesses the resources of previous work experience, high personal and 
interpersonal skills, and high intellectual skills and has an emphasis in marketing or production 
management, the overall exchange potential to some textile and apparel employers increases. 
Overall, textile and apparel Master's graduates are rated relatively high in intellectual 
abilities, but in comparison, lower on interpersonal skills and knowledge gained from work 
experience. Contrasted against the qualifications that human resources personnel evaluate 
when making hiring decisions, it would appear that textiles and apparel Master's graduates are 
only perceived to be well qualified in one of three important areas. Textiles and apparel 
Master's graduates are also seen as possessing more design and merchandising knowledge 
than business-related knowledge. However, employers indicated in the hypothetical hiring 
scenarios tiiat business-related knowledge was more desireable for tiieir employees to have. 
Educators in textiles and apparel need to define what they see as the purposes of obtaining 
a Master's degree. Individual departments need to actively define the purposes of their 
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graduate programs as the needs of Master's students are different for an applied versus 
academic Master's degree. Textile and apparel departments need to be evaluate current 
Master's programs to see if they are providing alternative and effective programs for both types 
of Master's students. It may mean that some departments need to question the continuation of 
offering the Master's degree for those students wanting to go into business if their programs 
are not applied in focus and content. For applied programs, curricular requirements should 
incorporate possible work experience credit or internship credit to ensure that Master's students 
are obtaining, at least minimally, some previous job experience. Emphasis in designing 
curricula to improve interpersonal skills of Master's graduates also needs to be addressed, 
either through course modification or collaboration with other departments. 
As advisors to textiles and apparel Master's students, academicians need to be aware of the 
end goals of each student. If an end goal of a Master's student is to go into industry, advisors 
have an eihical responsibility to counsel students as to industiy's view of a Master's degree. It 
is their responsibility to advise students how to best accomplish their end goal through program 
emphasis, work experience, and the types of knowledge, skills, and abilities most valued by 
textile and apparel industry employers. This responsibility extends to helping Master's 
graduates learn how to better market their knowledge, skills, and abilities to textile and apparel 
industry employers. 
The results do not suggest that textile and apparel programs dramatically change their 
academic standards to meet textile and apparel employer demands. It appears that in many 
knowledge areas, programs are offered that incorporate much of what employers say they need 
in employees. However, academicians in the field need to continue to create and maintain 
partnerships with employers in the textile and apparel industry such as joint research projects 
and development of internship programs. Doing so will help Master's students by 
understanding the specific employment needs of employers and the knowledge, skills, and 
abilities that should be acquired if they are interested in going into industry rather than on to 
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immediate advanced study. Creating and maintaining business partnerships will also help both 
academic institutions and the textile and apparel industiy by recognizing their mutual 
dependence. In creating partnerships with industry, academicians can condnue to explain to 
employers who our Master's students are, what diey do, and how they can benefit the textile 
and apparel industry and society. Long held stereotypes by industry employers of what and 
who textile and apparel Master's graduates are, whether just and unjust, need to be explored 
and corrected when necessary. Departments have the responsibility of marketing Master's 
students, if not actively, then at least through working on changing industiy perceptions of the 
value of the Master's degree. 
In closing it is important to remember that"... the master's degree is a level of higher 
education that a larger and larger percentage of society will continue to seek to satisfy their 
personal desire for educational advancement; is a level of higher education that society needs to 
address more satisfactorily increasingly complex problems" (Pelczar, 1980). I am afraid that 
we are only beginning to understand what difficulties lie ahead in helping the textile and apparel 
industry realize what benefits textile and apparel Master's graduates can bring to a work 
situation. This comment by one of the respondents (#102) in the survey illustrates how far we 
still have to go: 
Schools believe that an advanced degree equals value; that knowledge and experience 
equals value. An encyclopedia has great 'knowledge' but in and of itself neither 
creates value nor contributes to business. Knowledge must be applied; experience 
must be successful. The degreed person must be able to lead people and gain their 
confidence in order to implement their knowledge. Get a master's degreed person 
who was president of his class or student body and you have something of real value. 
108 
REFERENCES 
Abraham, L. (1992). Consumers' conceptualization of apparel attributes and apparel quality. 
Doctoral dissertation, Iowa State University, Ames, lA. 
Agresti, A., & Finaly, B. (1986). Statistical methods for the social sciences. San Francisco, 
CA: Dellen Publishing Company. 
Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior. 
Englewood Cliffs, NJ: Prentice-Hall. 
Alderson,W. (1965). Dvnamic marketing behavior: A functionalist theorv of marketing. 
Homewood, IL: Richard D. Irwin. 
American Apparel Manufacturers Association Education Committee (1995). Competencies for 
Apparel Manufacmring Curriculum. Arlington, VA: Author. 
American Society for Training and Development. (1983). Models for excellence. Alexandria: 
American Society for Training and Development. 
Angresano, J. (1980). Results of a survey of employer hiring practices. Vocational Guidance 
Ouarteriv. 2&(4), 335-343. 
Asche, F. M., & Vogler, D. E. (1980). Employer satisfaction with secondary vocational 
education graduates. Journal of Vocational Education Research. 5(4), 53-61. 
Babbie, E. (1990). Survev research methods (2nd ed.). Belmont, CA: Wadsworth. 
Bagozzi, R. P. (1974). Marketing as an organized behavioral system of exchange. 
Journal of Marketing. 28(4), 77-81. 
Bagozzi, R. P. (1975). Marketing as exchange. Journal of Marketing. 22(4), 32-39. 
Bagozzi, R. P. (1978). Marketing as exchange. American Behavioral Scientist. 21(4), 535-
556. 
Bagozzi, R. P. (1979). Toward a formal theory of marketing exchange. In O.C. Ferrel, S. 
Brown, & C. Lamb (Eds.), Conceptual and theoretical developments in marketing (pp. 
431-447). Chicago, IL: American Marketing Association. 
Bailey, T. (1990). Changes in the nature and structure of work: Implications for skill 
requirements and skill formation. Berkeley, CA: National Center for Research in 
Vocational Education. (ERIC Document Reproduction Service No. ED 323 295) 
Balint, J. (1983). Job Opportunities for master's prepared nurses. Nursing Outlook. SIQ"). 
109-114. 
Bernard, A., Adelman, M. B., & Schroeder, J. E. (1991). Two views of consumption in 
mating and dating. Advances in Consumer Research. 18. 532-537. 
109 
Blalock, H. M., Jr., & Wilken, P. H. (1979). Intergroup processes. New York, NY: 
John Wiley & Sons, Inc. 
Blau, P. M. (1964). Exchange and power in social life. New York, NY: John Wiley and 
Sons. 
Blume, S., & Amsterdamska, O. (1987). Post-graduate education in the 1980s. Amsterdam: 
Organisation for Economic Co-Operation and Development. 
Boulmetis, J. (1989). What can I do with a graduate degree in adult education? Adult 
Learning. 1(1), 22-24. 
Bounds, W. (1994, October 10). Graduates learn diplomas aren't tickets to success. The 
Wall Street Journal, pp. Bl, B6. 
Carnegie Commission on Higher Education. (1971). College graduates and jobs. New York, 
NY: McGraw-Hill Book Company. 
Camevale, A. P., Gainer, L. J., & Meltzer, A. S. (1991). Workplace basics: The essential 
skills employers want. San Francisco: Jossey-Bass Publishers. 
Careers in Retailing (1988, January). New York, NY: Lebhar-Friedman Inc. 
Cartter, A. A. (1976). Ph.D.s and the academic labor market. New York, NY: McGraw-
Hill. 
Casanova, S. L., Johnson, M. I., Vidoli, V. A., & Wangberg, E. G. (1992). The master's 
degree, the comprehensive university, and the national interest. Washington, DC: 
Council of Graduate Schools. (ERIC Document Reproduction Service No. ED 345 
665). 
Clark, D. M. (1990). Has business flunked out on education reform? Business and Society 
Review. 74. 15-19. 
Chickering, A. (1980). Vocations and the liberal arts. In D. Vermilye (Ed.), Relating work 
and education, (pp. 135-140). San Francisco: Jossey-Bass Publishers. 
Cole, R. M. (1974). An evaluation of the fashion merchandising program at Florida State 
University bv the graduates, participating stores, and clothing and textiles faculty-
December 1969 through December 1973. Unpublished master's thesis, Florida State 
University, Gainesville, FL. 
Coughlin, E. (1977). Making education degrees marketable. The Chronicle of Higher 
Education. 14(7V 12. 
Cowles, D., & Franzak, F. (1991). Divide and conquer: Applying the marketing concept of 
"segmentation" to improve the placement function. Training (Spring), 59-63. 
Cronin, M., & Hall, P. (1990). A survey of employment opportunities for graduates with a 
master's in corporate and professional communication: A case study. ACA Bulletin. 
22, 23-28. 
110 
Cross, K. p. (1985, March 31-April 3). Educarion for the 21st century. Paper presented at 
the Conference of the National Association of Student Personnel Administrators, 
Portland, OR. (ERIC Document Reproduction Service No. ED 262 691) 
Damhorst, M.L., & Meyer, D.J.C. (1995). [Master's Degree in Textiles and Clothing: 
Faculty Study]. Unpublished raw data. 
Damhorst, M.L., & Meyer, D.J.C. (in press) The Master's degree in textiles and apparel 
continued: Value in the job marketplace. International Textile and Apparel Association 
Newsletter. 
deCastio,L. (1995). Career choices of merchandising master's de^ee graduates. 
Unpublished master's thesis. Colorado State University, Fort Collins. 
Dickson, C. A. (1984). Textiles and clothing business professionals for the twenty-first 
century: Moving toward diversity. Clothing and Textiles Research Journal. 2(2), 14-
18. 
Dickson, M. A. C. (1994). Consumers of ethnic apparel and textile crafts from alternative 
trading organizations. Unpublished doctoral dissertation, Iowa State University, 
Ames, lA. 
Dillman, D. A. (1978). Mail and telephone surveys: The total design method. New York: 
John Wiley. 
Ellis, S. D. (1986). Employment survey 1986. New York, NY: Education and Employment 
Statistics Division of the American Institute of Physics. (ERIC Document 
Reproduction Service No. ED 299 859). 
Emerson, R. M. (1981). Social exchange theory. In M. Rosenberg R. Turner (Eds.), 
Social psychology: Sociological perspectives ('pp.30-65'>. New York, NY: Basic 
Book Publishers. 
Fair, N., Hamilton, J., & Norum, P. (1990). Textile knowledge for merchandising 
professionals: Significance for pedagogy in clothing and textiles. Clothing and 
Textiles Research Journal. ^(1), 39-43. 
Ferrell, O. C., & Perrachione, J.R. (1980). An inquiry into Bagozzi's formal theory of 
marketing exchanges. In C. W. Lamb, Jr. & P. M. Dunne (Eds.),. Theoretical 
developments in marketing (pp. 158-161). Chicago, EL: American Marketing 
Association. 
Ferrell, O. C., & Zey-Ferrell, M. (1977). Is all social exchange marketing? Journal of the 
Academy of Marketing Science. 5(4), 307-314. 
Fink, A., & Kosecoff, J. (1985). How to conduct surveys: A step-bv-step guide. Newbury 
Park, CA: Sage. 
I l l  
Fiorito, S. S., & Fairhurst, A. E. (1989). Buying for the small apparel retail store: Job 
content across four merchandise categories. Clothing and Textiles Research Journal, 
fid). 10-21. 
Fiske, A. P. (1991). Structures of social life. New York, NY; Free Press. 
Foa, E. B., «& Foa, U. G. (1980). Resource theory: Interpersonal behavior as exchange. In 
K. J. Gergen, M. S. Greenberg, & R. H. Willis (Eds.), Social exchange: Advances in 
theory and research (pp.77-94). New York, NY: Plenum Press. 
Forney, J. C. (1984). Global perspective education: A rationale for textiles and clothing. 
Clothing and Textiles Research Joumal.2(2). 8-13. 
Fowler, F. J. (1988). Survev research methods. Newbury Park, CA: Sage Publications, 
Inc. 
Fraenkel, J. R., & Wallen, N. E. (1993). How to design and evaluate research in education 
(2nd ed.). New York: McGraw-Hill Inc. 
Frautschi, R. L. (1987). A new concurrent master's program in French studies and public 
administration at Penn State [Summary]. Proceedings of the Languages and 
Communication for World Business and the Professions. 
Gamer, M. G., & Buckley, H. M. (1988). Clothing and textiles curriculum content needed 
for success in fashion marketing careers. Clothing and Textiles Research Journal. 
fi(3), 32-40. 
Gay, L. R. (1992). Educational research: Competencies for analysis and application 
(4th ed.). New York: Macmillan Publishing Company. 
Gebo, E. M., & Smith, M. W. (1990, November). Technical work experience vs. college 
credit in meeting the need for technically experienced industry trainers/managers. Paper 
presented at the Annual Meeting of the American Association for Adult and 
Continuing Education, Salt Lake City, UT. (ERIC Document Reproduction Service 
No. ED 329 677) 
Gell, R. L., & Armstrong, D. F. (1977). The employers IV: A survey of employers who 
have hired career program graduates of Montgomery Community College. Rockville, 
MD: Montgomery College, Office of Institutional Research. 
Gergen, K. J. (1969) The psychology of behavior exchange. Reading, MA: Addison-
Wesley. 
Gilkeson, G. E. (1984). A comparative analysis of occupational therapy graduates from 
baccalaureate and entry-level master's degree pro^ams and commentary. Occupational 
Therapy Journal of Research. 4(2), 67-95. 
Gillespie, K. R. (1960). Retail executives rate college courses. Journal of Retailing. 26(2)* 
163-173. 
112 
Glazer.J. S. (1988). The master's degree. Washington, D.C.: Clearinghouse on Higher 
Education. (ERIC Document Reproduction Service No. ED 301 140) 
Clock, R., & Kunz, G. (1995). Apparel manufacturing: Sewn product analysis. (2nd ed). 
Englewood Cliffs, NJ: Prentice Hall. 
Gonzales, T. (1991). The sensible choice: High skills and community colleges. American 
Association of Community and Junior Colleges Journal. igl(4), 26-30. 
Grasmick, H. (1983). An M. A. curriculum in applied sociology: Avoiding the pure versus 
applied debate. Teaching Sociology. il(l), 62-75. 
Greiner, J. (1990). Non-M.L.S. professionals in the library. Public Libraries. 2S(4), 209-
214. 
Gray, L. New teachers ifi the job market. Washington, D.C.: National Center for Education 
Statistics. (ERIC Document Reproduction Service No. ED 360 313) 
Gundlack, G. T., & Murphy, P. E. (1993). Ethical and legal foundations of relational 
marketing exchanges. Journal of Marketing. 52(4), 35-46. 
Hallen, L., Johanson, J., & Seyed-Mohamed, N. (1991). Interfirm adaptation in 
business relationships. Journal of Marketing. 55( April), 29-37. 
Hanson, R.E. (1987, April). Higher education's effectiveness in preparing students for 
professional practice: Perspectives from the aerospace and banking industries. Paper 
presented at the Annual Meeting of the American Educational Research Association, 
Washington, D.C. 
Hirshman, E. (1987). People as products: Analysis of a complex marketing exchange. 
Journal of Marketing. 51(11 98-108. 
Homans, G. (1961). Social behavior: Its elementary forms. New York: Harcourt, Brace and 
Worid. 
Horridge, P., Timmons, M. B., & Geissler, J. (1980). Student work experience; A realistic 
approach to merchandising education. College Student Journal. 14,48-53. 
Houston, F. S., & Gassenheimer, J. B. (1987). Marketing and exchange. Journal of 
Marketing. 5i(4), 3-18. 
Huber, B. (1982). Mastering the iob market: Using graduate training in sociology for careers 
in applied settings. Washington, D.C.: American Sociological Association. (ERIC 
Document Reproduction Service No. ED 256 690) 
Hudson, J. L. (1978). What should be emphasized in retail education? Journal of Retailing. 
54, 67-70. 
Hugstad, P. S. (1983). The business school in the 1980s: Liberalism versus vocationalism. 
New York, NY: McGraw-Hill. 
113 
Hyman.R. E. (1985, April). Do ^aduate preparation programs address competencies 
important to student affairs practice? Paper presented at the Annual Conference of the 
National Association of Student Personnel Administrators, Portland, OR. 
Illinois State Board of Higher Education. (1991). Recommendations of the committee to 
study preparation of the workforce. Springfield, IL (ERIC Document 
Reproduction Seryice No. ED 365 267) 
Industry leaders in agreement about globalization. (1995, May 4). Daily News Record 
Infotracs. (Suppl. 1), p. 17. 
Karr, P. (1990). An exploratory study: The need, scope, and ramification of an alternative 
education program and curriculum. Education. 22.136-140. 
Kean, R. (1985-86). Perceived importance of selected skills to a group of discount store 
buyers. Clothing and Textiles Research Journal. 4f n. 31-37. 
Kim, J. O., & Mueller, C. W. (1978). Introduction to factor analysis: What it is and how to 
do it. Newbury Park, CA: Sage Publications. 
Klemp, G. (1980). Three factors of success. In D. Vermilye (Ed.), Relating work and 
education (pp.102-109). San Francisco: Jossey-Bass Publishers. 
Kotler, P. (1972). A generic concept of marketing. Journal of Marketing. 36f2^. 46-54. 
Kotler, P. (1984). Marketing Essentials. Englewood Cliffs, NJ: Prentice-Hall, Inc. 
Kotsiopulos, A., Oliver, B., & Shim, S. (1993). Buying competencies: A comparison of 
perceptions among retail buyers, managers, and students. Clothing and Textiles 
Research Journal. 11(2), 38-44. 
Lancaster, K. J. (1966). A new approach to consumer theory. Journal of Political Economy. 
14, 132-57. 
Lazarus, F. (1978). Can academic training of retailers be improved? Journal of Retailing. 
54(3), 71-76. 
Levy, S., & Zaltman, G. (1975). Marketing society and conflict. Englewood Cliffs, NJ: 
Prentice-Hall, Inc. 
Liz Claiborne, (no date). We're hanging our hopes on vou. [Brouchure]. New York, NY: 
Author. 
Long, K. A. (1994) Master's degree nursing education and health care reform: Preparing for 
the future. Journal of Professional Nursing. 10<'2'>. 71-76. 
Lucas, J. A. (1980). Identifying regional and community markets. In P. Jedamus & M. 
Peterson (Eds.), Improving academic management (pp. 238-262). San Francisco: 
Jossey-Bass Publishers. 
114 
Lusterman, S. (1977). Education in industry. Report No. 719. New York, NY: The 
Conference Board. 
Lynton.E. (1984). The missing connection between business and higher education. New 
York, NY: Macmillan. 
Marketing News (1985. March 1). AMA Board approves new marketing definition, ppl. 
Maurer, S. D., Howe, V., & Lee, T. W. (1992). Organizational recruiting as marketing 
management: An interdisciplinary study of engineering graduates. Personnel 
Psychology. 45. 807-833. 
Mayhew, L. B., & Ford, P. F. (1974). Reform in graduate and professional education. San 
Franciso: Jossey-Bass Publishers. 
McNamara, M. (1995, May 2). Industry faces problem: Too much gray. Woman's Wear 
Daily, pp. 17-18. 
Mendenhall, W., Sincich, T. (1993). A second course in business statistics: Regressional 
analysis. New York, NY: Macmillan Publishing Co. 
Miller, N. (1992). Theories of family relations: Exchange theory. Unpublished manuscript. 
Miller, R. (1980). Appraising institutional performance. In P. Jedamus & M. Peterson 
(Eds.'). Improying academic managment ('pp.406-431'). San Francisco: Jossey-Bass 
Publishers. 
Mohan, D. K. (1990). A descriptive study of the career status of the graduates and active 
students in the masters of arts degree program in adult and community education. 
Indiana, PA: Indiana University of Pennsylvania. (ERIC Document Reproduction 
Service No. ED ED 333 225). 
Moore, C. (1995, March 9). Personal communication. Fashion Bar, Inc. 
Naisbitt, J. (1982). Megatrends. New York. NY: Warner Books. 
National Academy of Sciences. (1984). High schools and the changing workplace: The 
employer's view. Washington, D.C.: National Academy Press. 
National Center for Education Statistics. (1988). Employment outcomes of recent master's 
and bachelor's degree recipients. Survey report. (Report No. CS-88-251). 
Washington, D.C.: National Center for Education Statistics. (ERIC Document 
Reproduction Service No. ED 299 920) 
New England Board of Higher Education & New England Center for Continuing Education. 
(1987). Education and training for the future of New England. A 1987 Survey of 
Human Resource Managers. Boston, MA: New England Board of Higher Education. 
(ERIC Document Reproduction Service No. ED 311 825) 
115 
Pelczar, M. J., Jr. (1980). The value and future of graduate education leading to a master's 
degree: A national perspective. Washington, D.C.: Council of Graduate Schools in 
the United States. (ERIC Document Reproduction Service No. ED 219 993) 
Peterson, D. A. (1987). Job placement and career advancement of gerontology master's 
degree graduates. Gerontologist. 22(1). 34-38. 
Marsteller, P. (Ed.) (1983). Peterson's Annual Guides to Graduate Studv.Princeton. NJ: 
Perterson's Guides. 
Phillips, J. H. (1986). Perception of business related graduate degrees by market research 
managers within the health care industry. American Joum^ of Pharmaceutical 
EdHgatign, 51i(3), 264-267. 
Polanyi, K. (1957). The economy as instituted process. In K. Polanyi, C. M. Arensberg, & 
H. W. Pearson (Eds.), Trade and market in the earlv empires. Glencoe, IL: The Free 
Press. 
Posner, B. Z. (1981). Comparing recruiter, student, and faculty perceptions of important 
applicant and job characteristics. Personnel Psychology. 24. 329-339. 
Rinehart, L. M., & Page, T. J., Jr., (1992). The development and test of a model of 
transaction negotiation. Journal of Marketing(4V 18-32. 
Robin, D.E. (1978). A useful scope for marketing. Journal of the Academy of Marketing 
Science. 6 (Summer), 228-238. 
Sanders, S. P. (1982). Technical writing in academe and in industry: A study undertaken 
preliminary to the proposal of a bachelor of science degree program in technical 
communications to he offered bv the humanities department. New Mexico Instimte of 
Mining and Technology. Socorro, NM: New Mexico Institute of Mining and 
Technology. (ERIC Document Reproduction Service No. ED227499) 
San Jose Community College District. (1976). Project SAM: Employer follow-up. 
Sacramento: California Community Colleges. 
SAS Institute Inc. (1985). SAS user's guide: Basics, version 5 edition. Cary, NC: SAS 
Institute, Inc. 
Schaaf, D. (1990, June). A doctorate in shortstop? Training. 22, 84. 
Scheaffer, R. L., Mendenhall, W., & Ott, L. (1986). Elementary survey sampling (3rd ed.). 
Boston: PWS-KENT. 
Secretary of Labor's Commission on Achieving Necessary Skills. (1991). What work 
requires of schools: A SCANS report for America 2000. Washington, D. C.: U. S. 
Department of Labor. 
Sheldon, G. (1985-86). Attitudes of retailers and college educators toward fashion retail ^ 
internships. Clothing and Textiles Research Journal. 4(2). 9-15. 
116 
Sherman,!. C. (1991). Master's deprees for teachers: A study of SUDDIV and demand. 
Olympia, WA: Washington State Higher Education Coordinating Board. (ERIC 
Document Reproduction Service No. ED 365 666) 
Simmel, G. (1950). In Kurt Wolff (Ed.)., The sociology of Georg Simmel. Glencoe, IL: 
Free Press. 
Singleton, O. L. (1991). Continuing education needs assessment and participation 
considerations of MBAs. (ERIC Document Reproduction Service No. ED 335 537) 
Skinner, B. F. (1953). Science and human behavior. New York, NY: Macmillan. 
Smardon, R. C. (1987). The graduate program in environmental science and forestry at 
SUNY College of Environmental Science and Forestry. Environmental Professional. 
2(3), 246-250. 
Smith, J. D.( 1981). A survey of marketing and market research activities in two and four-
year colleges and universities. Cuyahoga Community College, Cleveland, OH: Office 
of Educational Evaluation and Market Research Systems. 
Snell, J. L. (1965). The master's degree. In E. Walters (Ed.) Graduate education today. 
Washington, D.C.: American Council on Education. 
Spencer, D.S. (1986). The master's degree in transition. Washington, D.C.: Council of 
Graduate Schools in the United States. (ERIC Document Reproduction Service No. 
ED 265 799) 
Spitzberg, I. Jr. (1980). Monitoring social and political changes. In P. Jedamus, & M. 
Peterson (Eds.), Improving academic managment (pp.9-19). San Francisco: Jossey-
Bass Publishers. 
Sproles, E. K., & Wame, C. (1987). Criteria for employability: Are home economics 
students' perceptions and employers' expectations different? Journal of Vocational 
Home Economics Education. 148-154. 
SPSS Inc. (1988). SPSS-X User's Guide (3rd ed.). Chicago: Author. 
Strawbridge, G. S. (1978). Common denominators among successful retailers. Journal of 
Retailing. 54(4), 86-89. 
Swerdlow, R. A. (1978). Retail education in four-year institutions: What does the future 
hold? Journal of Retailing. 54(4), 84-86. 
Touliatos, J., & Compton, N. H. (1988). Research methods in human ecologv/home 
economics. Ames, lA: Iowa State University Press. 
Vamer, I., & Vamer, C. (1980). Liberal education and marketability. The Journal of 
Educational Thought. 14, 220-223. 
Virginia Employment Commission, Economic Information Services Division. (1991). 
Virginia's workforce 2000. Richmond: Virginia Employment Commission. 
117 
Virginia State Department of Education. (1993). Study of preparing a skilled workforce for 
the 21st century. Report of the Department of Education to the Governor and the 
General Assenibly of Virginia. (House Document No. 18). Richmond, VA: Virginia 
State Department of Education. (ERIC Document Reproduction Service No. ED 361 
478) 
Wahlstrom, B., &. Meese, G. (1986). Designing graduate programs to orenare the 
communication leaders of 2(XX)+. Paper presented at the annual meeting of the 
Conference on College Composition and Communication, New Orleans, LA. (ERIC 
Document Reproduction Service No. ED 274 979) 
Ward's Business Directory (Volume 5). (1994). Detroit, MI: Gale Research Inc. 
Watson, L.E. (1992). Management development for education: The changing role of higher 
education. (ERIC Document Reproduction Service No. ED 353 672) 
Webster, F. E., Jr. (1992). The changing role of marketing in the corporation. Journal of 
Marksiiii£(4). Jfi, 1-17. 
Whaley,W. G. (1971). Problems in graduate education. Washington: The National 
Association of State Universities and Land-Grant Colleges. 
Wynne, D. E. (1979). Should liberal arts colleges tiy to make their graduates more 
"marketable" so that they can better compete for jobs with vocationally prepared 
graduates? Change. 11(6), 52-55. 
118 
APPENDIX A: CATEGORIES AND SUBCATEGORIES 
119 
Table 1. Apparel Manufacturing Subcategories as Listed in Ward's Business Directory 
(1994). 
Subcategories 
Men's/Boys' Suits & Coats 
Men's/Boys' Shirts 
Men's/Boys' Underwear & Nightwear 
Men's/Boys' Neckwear 
Men's/Boys' Trousers & Slacks 
Men's/Boys' Work Clothing 
Men's/Boys' Clothing Nec 
Women's/Misses' Blouses & Shirts 
Women's/Misses' Dresses 
Women's/Misses' Suits & Coats 
Women's/Misses' Outerwear Nec 
Women's/Children's Underwear 
Bras, Girdles & Allied Garments 
Hats, Caps & Millinery 
Girls'/Children's Dresses & Blouses 
Girls'/Children's Outerwear Nec 
Fabric Dress & Work Gloves 
Robes & Dressing Gowns 
Waterproof Outerwear 
Apparel Belts 
Apparel & Accessories Nec 
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Table 2. Textile Manufacturing Subcategories as Listed in Ward's Business Directory 
(1994). 
Subcategories 
Broadwoven Fabric Mills-Cotton 
Broadwoven Fabric Mills-Manmade 
Knit Outerwear Mills 
Knit Underwear Mills 
Weft Knit Fabric Mills 
Lace &. Warp Knit Fabric Mills 
Knitting Mills Nec 
Nonwoven Fabrics 
Textile Goods Nec 
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Table 3. Store Subcategories as Listed in Ward's Business Directory (1994). 
Subcategories 
Department 
Men's & Boys' Clothing 
Women's Clothing 
Women's Accessoiy & Specialty 
Children's & Infants' Wear 
Family Clothing 
Miscellaneous Apparel & Accessory 
Sewing, Needlework & Piece Goods 
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Table 1. Organizations in Prescreened Sample 
Textile and Apparel Categories Location 
Apparel Manufacturing 
Angelica Corp., Uniform Group 
Aris Industries, Inc. 
Bugle Boy Industries 
Buster Brown Apparel Inc. 
Calvin Klein, Inc. Sport Division 
Circa Corporation 
Courtland Manufacturing 
Dalil Fashions, Inc. 
Dawson Consumer Products 
Esprit de Corporation 
Eudora Garment Corporation 
Fechheimer Brothers Co. 
Flynn Enterprises, Inc. 
Garan, Inc. 
Gerber Children'swear 




Horace Small Apparel Company 
J. Schoeneman, Inc. 
Jessica McClintock, Inc. 
JH Collectibles, Inc. 
Jones Apparel Group, Inc. 
Joseph A. Bank Clothiers 




Nutmeg Industries, Inc. 
Oshkosh B'Gosh, Inc. 
Perry Manufacturing 
Polo/Ralph Lauren Corporation 




Superior Surgical Mftg. Co., Inc. 
Target Sportswear, Inc. 
Unitog Company 
Vanity Fair Mills, Inc. 
Varsity Spirit Corporation 
VF Corporation, Wrangler Div. 
Wamaco, Inc. 
Winning Ways, Inc. 
St. Louis, MO 
New York, NY 
Simi Valley, CA 
Chattanooga, TN 
New York, NY 
San Francisco, CA 
Appomattox, VA 
New York, NY 
Tamaqua, PA 




New York, NY 
Greenville, SC 
New York, NY 




Owings Mills, MD 





St. Louis, MO 




Mount Airy, NC 
New York, NY 
Moultrie, GA 
Alexander City, AL 
New York, NY 
New York, NY 
Seminole, FL 
New York, NY 




New York, NY 
Lenexa, KS 
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Table 1. Continued 
Textile Manufacturers 
Albany International Corporation 
Burlington Industries, House 
Upholsteiy Fabrics Division 
Burlington Industries, Inc. 
Chicopee 
Collins and Aikman Corporation 
Columbia Sportswear 
Cone Mills Corporation 
Delta Woodside Industries, Inc. 
Dundee Mills, Inc. 
Dyersburg Corporation 
F. Schumacher and Co. 
FAB Industries, Inc. 
Fishman and Tobin, Inc. 
Greenwood Mills, Inc. 
Greenwood Mills/Denim Div. 
H. H. Cutler Company 
Inman Mills, Inc. 
Joan Fabrics Corporation 
Jockey International, Inc. 
Johnston Industries, Inc. 
JPS Converter and Industrial Co. 
Liberty Fabrics, Inc. 
Maiden Mills Industries, Inc. 
McRae's, Inc. 
Milliken and Company 
One Price Clothing Stores, Inc. 
Pendleton Woolen Mills, Inc. 
Reemay, Inc. 
Stevcoknit Fabrics Company 
Superba, Inc. 
Swift Textiles (USA) Inc. 
Swift Textiles/Erwin Mills Div. 
United Retail Group Inc. 
William Carter Company 
Store Retailers 
50-0ff Stores, Inc. 
A and E Stores, Inc. 
Accessory Place, Inc. 
American Eagle Outfitters, Inc. 
Ann Taylor Stores Corporation 
Belk Brothers Company 
Belk-Hudson-Leggett Company 
Big M, Inc. 












New York, NY 








New York, NY 
Greenville, SC 






Old Hickory, TN 
Greer, SC 
Los Angeles, CA 
Columbus, GA 
Erwin, NC 
Rochelle Park, NJ 
Griffin, GA 
San Antonio, TX 
New York, NY 
Leonia, NJ 
Warrendale, PA 







Table 1. Continued 
Burlington Coat Factory 
Warehouse Corporation 
Caldor Corporation 
Capin Mercentile Corporation 
Carson Pirie Scott and Company 
Catherines Inc. 
Charming Shopes, Inc. 
Claire's Boutiques 
Crowley, Miner and Company 
CWT Specialty Stores, Inc. 
D and L Venture Corporation 
Dayton Hudson Corporation 
Deb Shops, Inc. 
Designs, Inc. 
Dress Bam, Inc. 
Everfast, Inc. 
Fabri-Centers of America, Inc. 





Hills Stores Company 
House of Fabrics 
HSSI, Inc. 
Jacobson Stores, Inc. 
Jay Jacobs, Inc. 
John Wanamaker Inc. 
Kohl's Department Stores, Inc. 
May Dept. Stores 
May Dept. Stores Company 
McAlpins Department Stores 
Mercantile Stores Co., Inc. 
Mervyn's 
Motgomery Ward & Co., Inc. 
Neiman Marcus Groups, Inc. 
Nordstrom, Inc. 
Rainbow Apparel Company 
Rich's Lazarus Goldsmith 
Ross Stores Inc. 
Sears Roebuck & Co., 
Merchandise Group 
Steinbach, Inc. 
Strawbridge and Clothier 
Syms Corporation 
Talbots, Inc. 








Wood Dale, IL 
Detroit, MI 
South Attleboro, MA 
New Britain, CT 
Minneapolis, MN 
Philadephia, PA 
Chestnut Hill, MA 
Stamford, CT 
Kennett Square, PA 
Hudson, OH 
Aurora, CO 
Grand Rapids, MI 
Fresno, CA 
Burlingame, CA 
San Bernardino, CA 
Canton, MA 





Menomonee Falls, WI 
St. Louis, MO 


















Table 1. Continued 
Vanity Shop of Grand Forks, Inc. Fargo, ND 
Venture Stores, Inc. O'Fallon, MO 
Catalogue Retailers 
Brylane, Inc. 







Table 2. Invited Organizations in Non-prescreened Sample 
Categories" 
Apparel Manufacturers 
American Marketing Industries 
AMSCO Sterile Recoveries, Inc. 
Angelica Corporation 
Bassett-Walker, Inc. 
Bernard Chaus, Inc. 
Chorus Line Inc. 
DonnKenny Inc. 
Dowling Textile, Inc. 
Echo Design Group, Inc. 
Farah, Inc. 
Fruit of the Loom, Inc. 
Hampton Industries, Inc. 
Hamrick, Inc. 
Heckler Manufacturing and 
Investment Group, Inc. 




Leslie Fay Companies, Inc. 
Levi Strauss & Company 
Liz Claibome, Inc. 
Maidenform, Inc. 
Oxford Industries Inc. 
Pluma, Inc. 
Prestige Leather Creations 
Salem Sportswear Corporation 
Starter Corporation 
Tandy Brands 
Vatex Headwear, Inc. 
VF Corp Red Cap Industries 





Amoco Fabrics & Fibers, Inc. 
Asten Group, Inc. 
Chesterfield Manufacturing Co. 
Clark-Schwebel Fiber Glass Co. 
Clinton Mills Inc. 
Collins and Aikman Corporation 
Mastercraft Fabrics 
Kansas City, MO 
Clearwater, FL 
St. Louis, MO 
Martinsville, VA 




New York, NY 








New York, NY 
San Francisco, CA 




















Table 2. Continued 
Concord Fabrics 
Culp, Inc. 
Dan River Inc. 
Dexter Corp., Dexter Nonwovens 
Doran Textiles, Inc. 
Forstman and Company, Inc. 
H. Warshow & Sons, Inc. 
IPS Textile Group, Inc. 
Mayfair Mills Inc. 
Mount Vernon Mills Inc. 
New Cherokee Corporation 
Oneita Industries Inc. 
Springs Industries 
Synthetic Industries Inc. 
Texfi Industries, Inc. 
Thomaston Mills, Inc. 
Tultex Corporation 




Ames Department Stores, Inc. 
Bachrach Clothing, Inc. 
Beall's Dept. Stores, Inc. 




Bon-Ton Stores, Inc. 
Bradlees, Inc. 
Broadway Stores, Inc. 
Byrons, Inc. 
Cato Corporation 
Century 21, Inc. 
Claire's Stores Inc. 
Clothestime Inc. 
County Seat Stores 
CR Anthony Company 
Dunlap Company 
Eddie Bauer, Inc. 
Evans, Inc. 
Fedco, Inc. 
Federated Department Stores 
Filene's Basement Corporation 
Frederick's of Hollywood, Inc. 
Gateway Apparel Inc. 
Gibson's Discount Centers, Inc. 
New York, NY 
High Point, NC 
Danville, VA 
Windsor Locks, CT 
Shlby, NC 
Dublin, GA 











West Point, GA 
St. Louis, MO 
Springfield, MA 
Rocky Hill, CT 
Decatur, IL 
Bradenton, FL 
New York, NY 
Eugene, OR 




Los Angeles, CA 
Miami, FL 
Charlotte, NC 
New York, NY 
Wood Dale, IL 
Anaheim, CA 
Minneapolis, MN 
Oklahoma City, OK 
Fort Worth, TX 
Redmond, WA 
Chicago, IL 
Santa Fe Springs, CA 
Cincinnati, OH 
Wellesley, MA 
Los Angeles, CA 
St. Louis, MO 
Dodge City, KS 
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Table 2. Continued 
Goody's Family Clothing, Inc. 
GR Herberger's Inc. 
H. C. Prange Company 
Hess's Department Stores 
Hit or Miss Inc. 
Hub Distributing, Inc. 
Hudson's Inc. 
Jacks Discount Inc. 
Jamesway Corporation 
Jones Store Company 
Joseph Home, Company 
Kmart Corp., Kmart Fashions 
Lamonts Apparel Inc. 
Lane Bryant Inc. 
Lazarus Inc. 
Loehmann's Inc. 
Lord and Taylor 
Macy's, Brooklyn 
Marshall Field's 
Marshalls of Roseville 
Masters, Inc. 
Men's Wearhouse, Inc. 
Merry-Go-Round Enterprises 
P.A. Bergner & Company 
Piece Goods Shop Company, LP 
R.H. May and Company, Inc. 
Retail Ventures, Inc. 
Rose's Stores Inc. 
Sheplers Inc. 
ShopKo Stores, Inc. 
Specialty Retailers, Inc. 
Stein Mart, Inc. 
Stuarts Department Stores 
Taubman Investment Company 
Troutman's Emporium 
United States Shoe Corp, 
Victoria's Secret Stores Div. 
Von Maur, Inc. 
Wet Seal, Inc. 
Winkelman Stores Inc. 




Home Shopping Network 
LL Bean Inc. 
New Hampton, Inc. 
Popular Club Plan, Inc. 
Knoxville, TN 
St. Cloud, MN 







Kansas City, MO 
Pittsburgh, PA 


































New York, NY 
Garfield, NJ 
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APPENDIX C: QUESTIONNAIRE AND CORRESPONDENCE 
MATERIALS 
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Cover Letter to Prescreened Sample 







Thank you for agreeing to complete the enclosed survey about graduate 
education in textiles and apparel. 
The study we are conducting is designed to help us determine the employment 
needs of the textile and apparel industry. Additionally, this study also will help to 
better serve our own customers, current and future textiles and apparel students. 
TTiis survey is bein^conducted for the International Textile and Apparel Association 
with grants from VF Corporation and Sunbury Textile Mills, Inc. 
Your help in completing and returning this survey is most appreciated. It 
should not take more than 20 minutes to complete. We appreciate any additional 
comments or suggestions you might have. All responses to this survey will be kept 
completely confidential. Only the two researchers will have access to names of 
respondents. Any personal identification indicators will be destroyed by April 31, 
1995. Results will be reported only in general, with no specific companies or 
individuals identified in reports. We hope that you will respond but if you choose not 
to participate, simply return the questionnaire in the envelope provided. 
If you have any questions concerning the completion of this survey, please do 
not hesitate to phone. Results of the survey will be published in the International 
Textile and Apparel Newsletter and the Apparel ancl Textiles Research Journal. 
Please indicate on the back of the survey form if you would like a report of the results. 
Thank you for sharing your time and expertise. 
Wannest regards. 
Deborah J. C. Meyer 
Doctoral Candidate 
djmeyer@iastate.edu 




Cover Letter to Non-prescreened Sample 







We are asking for your help in completing a survey designed to determine how 
important it is to have a Master's degree to work in the manufacturing and retail 
segments of the United States textile and apparel indust^. Even if you never, or 
rarely hire individuals with a Master's degree, you input is very valuable to us. This is 
a short (10-15 minute) survey and can be filled out by anyone who is familiar with the 
hiring practices of your organization. We have ahready received responses from major 
store and catalog retailers and textile and apparel manufacturers, however we feel a 
response from your company would be exceedingly helpful. 
This study will help us determine the employment needs of the textile and 
apparel industry and also help us to better serve our own customers, current and 
future textiles and apparel students. This survey is being conducted for the 
International Textile and Apparel Association with grants from VF Corporation and 
Sunbury Textile Mills, Inc. 
This survey asks only for general, non-proprietary information andyour help in 
completing and returning this survey is most appreciated. All responses to this survey 
will be kept completely confidential. Only the two researchers will have access to 
names of respondents. Any-personal identification indicators will be destroyed by July 
31, 1995. Results will be reported only in general, with no specific companies or 
individuals identified in reports. We hope that you will respond by May 26,1995, but if 
you choose not to participate, simply return the questionnaire in the envelope 
provided. 
If you have any questions concerning the completion of this survey, please do 
not hesitate to phone. Results of the survey will be'published in the International 
Textile and Apparel Newsletter and the Apparel and Textiles Research Journal. 
Please indicate on the back of the survey form if you would like a report of the results. 
Thank you for sharing your time and expertise. 
Warmest regards, 
Deborah J. C. Meyer 
Doctoral Candidate 
djmeyer@iastate.edu 




Graduate Education Employment Needs 
of the Textile and Apparel Industry 
• This survey is designed to help textile and apparel educators better 
serve the textile and apparel industry by learning about current business 
and industry employment needs. 
• This study will also help textile and apparel educators better serve 
current and future textiles and apparel Master's students. 
• This survey is conducted for the International Textile and /^parel 
Association with grants from VF Corporation and Sunbury Textile Mills, 
Inc. 
• Your participation is voluntary, and you may decline to answer any of the 
questions you choose. 
• Neither your name or your company's name will ever be matched with 
your answers in any report of the results. 
• Should you choose not to participate, simply return the questionnaire in 
the envelope provided. 
Deborah J. 0. Meyer and Mary Lynn Damhorsi 




The following survey is about your experience in hiring Master's degree graduates for 
your company. If you have never hired a Master's graduate, we still ask that you 
comglel^hlssurveya^ourop|nio^sve^mportannot^^ 
Hiring Information 
Directions: Please respond to the following questions about your company's hiring 
and educational incentive programs by circling one of the following numtiers listed 
beside each question. 
1. Does your company encourage people to attain 
advanced degrees while employed? 
2. Does your company allow employees to reschedule 
their working hours to take coursework for an 
advanced degree? 
3. Does your company allow employees time off work 
during the week In order to take coursework for an 
advanced degree? 
4. Does your company provide tuition reimbursement 
for employees who take coursework for an 
advanced degree? 
5. Does your company actively recruit Master's 
graduates to fill any positions? 
6. Does your company give preference to a person 
with a Master's degree? 
7. If an appropriate job candidate was available, 
would your company hire someone with a 
Master's degree? 
(If you answered with a "1) never", 
please skip to question 14 on page 2.) 
B. Does a person with a Master's degree tend to start 
at a higher level In your company than a person 
with an undergraduate degree? 
9. Does a person with a Master's degree in your 
company move on a faster career track than a 
person with an undergraduate degree? 
1 
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10. Does a person with a Master's degree start at a 
higher salary in your company than a person with 
an undergraduate degree? 
1 2 3 4 5 
11. Is a person with a Master's degree viewed as 1 2 3 4 5 
having more potential for advancement in your 
company than a person with an undergraduate 
degree? 
12. On the following list of items please rate how important you believe each item is 
when making a hiring decision. 
Very Vecy 
Unirrporlant Neutral Importani 
a. Amount of education 1 2 3 4 5 6 7 
b. Previous work experience 1. 2 3 4 5 6 7 
c. Type ot degree 1 2 3 4 5 6 7 
d. Job-appropriate coursework 1 2 3 4 5 6 7 
e. Intellectual skills (such as problem-
solving, critical thinking, etc.) 1 2 3 4 5 6 7 
f. Personal skills (such as leadership, 
creativity, listening) 1 2 3 4 5 6 7 
13. Among your employees with a Master's degree , rate how likely they are to have 
the following degrees. 
Master of Business Administration 
Master of Science in Textiles & Clothing 
Master of Science in Textile Engineering 
Master of Science in Marketing 
Master of Science in Management 
Master of Science in Textile Technology 
Master of Rne Arts 
Master of Art or Science • General 
Other (specify): 
2 3 5 6 7 
2 3 5 6 7 
2 3 5 6 7 
2 3 5 6 7 
2 3 5 6 7 
2 3 5 6 7 
2 3 5 6 7 
2 3 5 6 7 
14. Please complete this question only l( you answered that your 
company does not hire Master's graduates (a numtier 1 "never" to 
question #£). 
Please circle all the reasons listed below that may apply as to why your company 
does not hire Master's graduates. 
1 Can't afford additional cost in salaries. 
2 Have no need for employees with a Master's degree. 
3 Master's degree is over inflated in terms of value to employers. 
4 Master's graduates offer nothing that-people with a Bachelor's degree 
don't have. 
5 Other (please specify) 
2 
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Directions: On the next lour pages Is a listing ol job skills ol (our different job 
applicants. Each candidate has strong personal skills, high-level Intellectual skills, 
and good references but oQ industry experience. Please read the qualifications of 
each applicant and then answer the following questions as If you had a job 
opening. 
Aa£jl£flnLftj;Thisindivldijalhas|^^^^^^^^^^__^^^^^^^^^_^_^_^ 
• A Masters Degree 
• Knowledge of merchandising functions of an apparel or textile firm 
• A strong mathematical background In merchandising 
mathematics and statistics 
• Knowledge of the product development process Including garment 
design, line design, fabric selection, and line development 
• Experience In forecasting procedures 
• Knowledge of costing procedures 
• Experience with computer software applications Including word 
^^^^^^^^^^jrocoMin3^_^tabase^statistlcs^jraghic^and_retan_simul^i^^ 
1. What posltion(s) In your company would a person with these qualifications and 
experiences be most qualilled for? 
2. On the spaces next to each qualification listed above, please check those that are 
most Important to the posltion(s) Identified in question 1 (If any). 
4. How likely would you be to hire this 
person If he/she also had a 10-week 
internship with a firm simiiiar to yours? 1 2 3 4 5 6 7 
5. How likely would you be to hire this 
person If he/she also had 2 years exper­
ience working for a textiles/apparel firm? 1 2 3 4 5 6 7 
6. Please check any additional areas In which Applicant A should have basic 








3. How likely would you be to hire a 
person with the previous credentials? 2 3 4 5 6 7 
Product evaluation 
Multicultural issues 
U.S. Govt, regulations/policies 
of textile/apparel industry 
Apparel industry structure 
Management theory 
Retailing management 
A foreign language-specify:_ 
Other (please specify) 
Current textile & apparel 
technology 
Quality control procedures 





Directions: Please read the qualifications of Applicant B and then answer the 
questions as If you had a job opening. 
APOllfiflOi_B. This individual has: 
• A Master's Degree 
• Knowledge of marketing strategies 
• Experience in marketing research 
• Knowledge of advertising concepts and theory 
• Knowledge of consumer behavior principles and theory 
• Mathematics and statistics knowledge 
• Understanding of international trade regulations and policies 
concerning the textile and apparel industry 
• Experience with computer software applications including word 
^^^^^processing^ata^base^statisticsjjraghic^n^etail^imu^^ 
1. What position(s) In your company would a person with these qualifications and 
experiences be most qualilied for? 
2. On the spaces next to each qualification listed above, please check those that are 
most important to the position(s) identified in question 1 (if any). 
4. How likely would you be to hire this 
person if he/she also had a 10-week 
internship with a firm similiar to yours? 1 2 3 4 5 6 7 
5. How likely wouki you be to hire this 
person if he/she also had 2 years exper­
ience working for a textiles/apparel firm? 1 2 3 4 5 6 7 
6. Please check any additional areas in which Applicant B should have basic 
knowledge to be considered a strong job candidate for your company. 
International trade regulations Economics 








3. How likely would you be to hire a 









Directions: Please read the qualifications of ADPllcant C and then answer the 
questions as If you had a job opening. 
Applicant C. This Individual has: 
• A Master's Degree 
• Knowledge of quality assurance procedures and costs 
• Comprehension of the various philosophies of quality management 
• Knowledge of fit procedures 
• Comprehension ol methods used to determine product costs 
• Synthesized written specifications for assembly methods 
• Applied knowledge of computer software applications including 
computer grading and marking and pattern making design systems 
What positlon(s) in your company would a person with these qualifications and 




On the spaces next to each qualification listed above, please check those that are 
most important to the posilion(s) identified In question 1 (if any). 
How likely would you be to hire a 
person with the previous credentials? 
How likely would you be to hire this 
person if he/she also had a 10-week 
Internship with a firm simlliar to yours? 
5. How likely would you be to hire this 
person If he/she also had 2 years exper­









6. Please check any additional areas in which Applicant C should have basic 
knowledge to be considered a strong job candidate for your company. 
U.S. govt, trade regulations 
and policies 
Multicultural issues 
Textile testing procedures 
Management theory 
Textile chemistry 
A foreign language»specify; 
Other: 
Economics 






Directions: Please read the qualifications of Applicant D and then answer the 
questions as If you had a |ob opening. 
Applicant D. This applicant has: 
• A Master's Degree 
• Applied knowledge of computer software applications including computer 
grading and marking and pattern making design systems 
• Knowledge of aesthetics and its application to design 
• Knowledge of color theory 
• Experience with forecasting techniques 
• Understanding of functional design properties 
^^^^^<^^gglledjextileandj|abri^«iowledge^^^^^^^^^^^^^^^^^^^^^^^^^ 
1. What posltion(s) in your company wouki a person with these qualifications and 
experiences be most qualified for? 
2. On the spaces next to each qualification listed above, please check those that are 
most important to the position(s) identified in question 1 (if any). 
4. How likely would you be to hire this 
person If he/she alSfl had a 10-week 
internship with a firm similiar to yours? 1 2 3 4 5 6 7 
5. How likely would you be to hire this 
person if he/she also had 2 years exper­
ience working for a textiles/apparel firm? 1 2 3 4 5 6 7 
6. Please check any additional areas in which Applicant D should have knowledge 








3. How likely would you be to hire a 







History of textiles/apparel 




Directions: Please respond to the following questions about your company's hiring 
practices of Textiles and Apparel Master's graduates by circling one of the 
following numbers listed beside each question. 
Don't 
No Know Yes 
1 2 a 
15. To be best of your knowledge, has your company ever hired 
a person with a Master's degree in Textiles and Apparel 
(or related degree)? 1 2 3 
16. To the best of your knowledge, has your company ever hired 
a person with a Master's degree In Textiles and Apparel 
(or related degree) within ttie past 5 years? 1 2 3 
Because the following questions ask for your perceptions only, please fill out the 
following section whether or not you have hired people with Master's degrees. The 
following questions refer specifically to textile and apparel Master's 
graduates In the areas of marketing, production, merchandising, product 
development, and textile or apparel quality assurance. This Is not applicable to 
graduates from programs In textile technology, textile chemistry, or 
Directions: Please rate how likely you believe a Textiles and Apparel Master's 












Product development process 
Merchandising 
International trade 
regulations & policies 
Cultural aspects of dress 
U.S. gov't regulations/policies 
of textile & apparel industry 
Economics/Consumption 
Apparel industry stnjcture 
Management theory 
Consumer behavior 






































Very or Very 
Unlikely Unsure Ukely 
1 2 a 4 B fi 7 
History of textiles/apparel 1 2 3 4 5 6 7 
A foreign language 1 2 3 4 5 6 7 
Current textiles & apparel 
technology 1 2 3 4 5 6 7 
Business ethics 1 2 3 4 5 6 7 
Market research techniques 1 2 3 4 5 6 7 
Quality control procedures 1 2 3 4 5 6 7 
Textile testing procedures 1 2 3 4 5 6 7 
Costing 1 2 3 4 5 6 7 
Grading/patternmaking 1 2 3 4 5 6 7 
Computer-aided design & 
manufacturing 1 2 3 4 5 6 7 
Functional design 1 2 3 4 5 6 7 
Wearable/fiber design 1 2 3 4 5 6 7 
Aesthetics 1 2 3 4 5 6 7 
Computer software 1 2 3 4 5 6 7 
Statistics 1 2 3 4 5 6 7 
Research design/methods 1 2 3 4 5 6 7 
Textile chemistry 1 2 3 4 5 6 7 
Teaching techniques 1 2 3 4 5 6 7 
Directions: Please rate how likely you believe a Textiles and Apparel 









Analyzing Information 1 2 3 5 6 
Problem-solving 1 2 3 5 6 
Critical-thinking 1 2 3 5 6 
Written communication 1 2 3 5 6 
Oral communication 1 2 3 5 6 
Listening 1 2 3 5 6 
Negotiation 1 2 3 5 6 
Decision-making 1 2 3 5 6 
Priority-setting 1 2 3 5 6 
CollaborationAeamwork 1 2 3 5 6 
Planning 1 2 3 5 6 
Managing people 1 2 3 5 6 
Leadership 1 2 3 5 6 
Time management 1 2 3 • 5 6 
Creativity 1 2 3 5 6 
Thinks flexibly 1 2 3 5 6 
B 
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The previous knowledge areas and intellectual/personal skills are attributes commonly 
possessed by most textile and apparel Master's graduates. With these attributes in 
mindjpleaseMmpleteUieJollowin^uestion^^^^^^^^^^^^^^^^^^^^^^ 
17. DIreetlona: Please circle numbers of all the jobs In your firm for which a person 
with a Master's degree In textiles and apparel might be desirable. (Please 
circle numbers of all that apply even if attaining some of the Jobs may require 
preliminary work as an assistant or trainee.) 
1 Product development specialist 16 Quick response specialist 
2 Product testing specialist 17 Computer-aided designer 
3 Testing lab supervisor IB Colorist 
4 Customer relations manager 19 Merchandise manager 
5 Product manager 20 Educational representative 
6 Product engineer 21 Production engineer 
7 Product evaluation specialist 22 Personnel manager 
8 Quality assurance engineer 23 Employee training specialist 
9 Costing engineer 24 Textile/detergent/dye chemist 
10 Inventory control specialist 25 Dye or textile technician 
11 Time studies engineer 26 Textile engineer 
12 International marketing specialist 28 Other (please list below) 
13 Marketing researcher 
14 Merchandiser 
15 Quick response coordinator 
16. Based on previous hiring experiences qi your personal perceptions, please list 
below any possible strengths or weaknesses you believe a Master's 




Personal intormatlon 1 
19. Your present age; YEARS 
20. Your gender: 1 Male 
2 Female 
21. Circle the hiohfiSt number of years of education completed; (Circle only one) 
22. Circle the highest degree completed; 
1 Less than High School 
2 High School 






9 Other (please specify) 
23. What is your oflicial work title? (please fill in the blank) 
Additional Comments; 
If you would like to receive a brief version of the survey results, please turn page. 
Grade and Middle School 
High School 
Technical, or Vocational Trade School 
College 
Graduate School 
2 3 4 5 6 7 6 
2 3 4 
2 3* 
2 3 A S+ 
2 3 4 5 6 7+ 
Thank you for your time and valuable InputI 
10 
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If you would like to receive a brief version of the survey results after the study has been 
completed, please indicate here with your name and mailing address; (This portion of 
the survey will be removed upon receiving to ensure anonymity.) 
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Postcard Reminder to Both Samples 
UlC DOn'T 
fflCfin TO BUG 
vou, nuT. 
• "t-l •••. : 
we'd really appreciate your response td the 
GRADUATfeEDUCATION 
EMPLOYMENT NEEDS OF THE 
TEXTILE AND APPAREL INDUSTRY 
Your response is needed in order to help 
textile and apparel educators better serve the 
textile and apparel industry by learning about 
current industry employment needs. 
We would appreciate it if you could complete 
the survey and mail it back to us in the next 
few days. If you have any questions, please 
call Deb Meyer at 515-294-3264. 
Thank you for your time, 
Deb Meyer 
PhD. Candidate 
Mary Lynn Damhorst 
Assoc. Professor 
Iowa State University-Dept. of Textiles and Clothing~1052 LeBaron-Ames, lA 50010 
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We know that you are extremely busy, and we hate to contribute to your already large 
workload. However, we reallv need vour input on the study concerning the Master's 
degree in the textiles and apparel industry! Some survey participants have expressed 
concern that they are not qualified to complete the survey because they never, or rarely, 
hire a person with a Master's decree. If this is a concern to you please remember that 
your response to this stirvey is still very important to us. Information from this survey 
will be used to help textile and apparel educators better understand the employment 
needs of the textile and apparel mdustry, regardless of whether you hire Master's 
graduates or not. 
Please take a few minutes to complete the enclosed survey and return it by April 27 in 
the stamped, self-addressed envelope provided. We are most appreciative of your help. 
If you have already returned your survey, please accept our thanlb for your participation. 
If you have any questions, please feel free to phone Deb Meyer at (515) 294-3264. Thank 




Mary Lynn Damhorst 
Associate Professor 
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Final Reminder Letter to Both Samples 







Sorry we have to break into your already hectic work schedule again, but we are 
greatly in need of your input and will make you this promise.. .we promise not to send 
you any more correspondence if you will please send back to us the completed survey 
about your company s hiring practices for people with a Master's degree and 
educational incentives for people wanting to work toward a Master's degree. Even if 
your company never, or rarely, hires a person with a Master's degree, your input is 
still very valuable to us. 
Information from this survey will be used to help textile and apparel educators better 
understand the employment needs of the textile and apparel industry. 
Please take a few minutes to complete the enclosed survey and return it by May 10, 
1995, in the stamped, self-addressed envelope provided. We are most appreciative of 
your help. If you have already returned your survey, please accept our deepest thanks 
for your participation. If you have any questions, please feel free to phone Deb 
Meyer at (515) 294-3264. Thank you for your help and consideration. 
Best regards. 
Deborah J. C. Meyer 
Ph.D. Candidate 
Mary Lynn Damhorst 
Associate • Professor 
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APPENDIX D: TELEPHONE PROCEDURES 
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Telephone Screening Protocol 
TO RECEPTIONIST 
Do you know who is in charge of personnel or human resources? 
May I have their name? 
NAME 
Do you know what their official title is? 
TITLE 
Could you please connect me with hini/her/his or her secretary? 
TO PERSONNEL PERSON 
Hello Mr/Mrs/Ms . My name is Deborah Meyer and I'm a 
graduate student at Iowa State University. I am doing research on the employment needs 
of the textile and apparel industry and I was wondering if you could help me. 
I'm contacting you because your company was chosen from a list of the major employers 
in the textile and apparel industry in the United States. I need your help identifying what 
you feel are the most important job skills for employees to have, and how important you 
feel graduate education is for someone interested in working in the textile and apparel 
sector. 
(If he/she says they are not the right person to be talking to ask for 
referral) 
I would like to send to you a survey that I've developed to anwer these questions. I know 
you are busy and can assure you that it will take no more than 30 minutes of your time. All 
of the information you give wiU be completely confidential, and if you would like a copy of 
the results I would be more than happy to send them upon completion of the survey. 
IF YES: I can either put those in the mail today, or if it would be more convenient to you, I 
can fax them. VSTiich do you prefer? 
IF NO: Thank you anyway for your time in listening to me. 
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APPENDIX E: HUMAN SUBJECTS PROPOSAL 
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Information for Review of Research Involving Human Subjects 
Iowa Slate Univwsity 
(Please type and use the attached instructions for completing this form) 
1. TiiJeofPrnjpf.i Graduate Education Employment: Meeds for the Textile and Anoarel Tnriuqrry 
2. 1 agree to provide ihe proper surveillance of this project to insure that the rights and welfare of the human subjects ore 
protected. I will report any adverse reactions to the committee. Additions to or changes in research procedures after the-
projecthasbeenapprovedwillbesubmiaedtothecommittceforreview. I agree torequestrenewaiof approval forany project 
continuing more than one year. 
Dphnrah T. C. Mpifpr 1/10/O'^ ____________________ 
Typed Nanie of Principtiinveiuguor Date Signature of Pnncip&i Inveiusiior 
Textiles and Clothing 1025 LeBaron 294-326^ 
Dcpaiunott Caxnpus Addrui Cajtipus Telephone 
Signacures of Other investigators Data Relationship to Principallnvesiigaior 
1/20/95 co-lnvesti9ator , r?a inrnrof sHsor 
4. Principal Investigator(s) (check all that apply) j JAN "3 1995 
• Faculty • Staff C3 Graduate Student • Undergraduate Student 
%a, 'SU 
Project (check all that apply) 5 
• Research Q Thesis or dissertadon .. • Class project • Independent Study (490, STOTH^rs project) 
6. Number of subjects (complete all thai apply) 
^ # Adults, non-students # ISU student S minors under 14 other (explain) 
• # minors 14 -17 
7. Brief description of proposed research involving hutnan subjects; (See instructions, Item 7. Use an additional page if 
needed.) 
This research is proposed in order to begin to fill in the gap of information about the 
employability of Textiles and Clothing .Master's graduates. This study will facilitate insight 
into employes attributes needed in posiftions in the te.xtile and apparel industry. We will 
s.xplore whether the'possession of an advanced degree on the part of the'-applicant is considered 
necessary and valuable by persons responsible for hiring decisions in business and industry. 
•A self-administered nail survey will be used to gather data from respondents. Subjects will be 
selected from industry lists of textile and apparel businesses and manufacturing facilities. 
Selection will', be madefusing'.a. proportional stratified'xandom technio.ue'. Identified companies 
vill be contacted by telephone • initially in-order-to ask- for"'their-participation. •Sample • size • 
vill be approximately 150. Human resource personnel for'the identified companies will be 
the repsondents. We will follow up initial telephone contact with the survey and letter of 
e.xplanation. Second and third mailings will be sent if necessary to encourage response. 
• (Please do not send, re^earcb, thesis, or dissertation propasab.) ' 
S.-Informed ConsentH-vij Signed informed'consentwiU be obiained-CAttach a copy of your form.) " I-
E Modified informed consent will be obtained. (Sec instiuctions. item 8.) " • : • 
• Not applicable to this projecL •••• 
otisent will iriitially obtained via a pre-survey phone call to sample respondents 
o ask for"their Darticioation(see teleohone page enclosed) ... Participants 
e informed on cover'letter and-survejr title page that they.:,can choose not .o part 
.'ioate. 
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9. Confidentiaiity of Data: Describe below tlie methods to be used to ensure the confidendality of data obtained. (See 
instnictians, item 9.) 
All responses Co t:his survey will be kept completely confidential. Only the 
two researchers will have access to names of respondents. Personal identification 
indicators used on surveys will be destroyed by April 30, 199A, Results will be 
reported only in general, with no specific companies or individuals identified 
in reports. 
10. What risks or discomfort will be part of the study? Will subjects in the research be placed at risk or incur discomfon? 
Describe any risks to the subjects and precautions that will be taken to minimize them.. (The concept of risk goes beyond 
' physical risk and includes risks to subjects' dignity and self-respect as well as psychological or emodonal risk. See 
instrucuons, iiem 10.) 
No risk or discomfort associated with this study. 
11. CHECK ALL of the following thai apply to your research: 
• A. Medical clearance necessary before subjects can participate 
• • B. Samples (Blood, tissue, etc.) from subjects 
• C. Administradon of substances (foods, drugs, etc.) to subjects 
• D. Physical exercise or coodinoning for subjects 
• E. Decepdon of subjects 
• F. Subjects under 14 years of ^e and/or Q Subjects 14 -17 years of ^e 
• G. Subjects in institutions (nursing homes, prisons, etc.) 
• H. Research must be approved by another insutudon or agency (Auach letters of approval) 
If you checked any of the items in 11, please complete the roUowing in the space below (include any auachments): 
Items A • D Describe the procedures and note the safety precautions being taken. 
Item E Describe how subjects will be deceived; justify the decepdon: indicaic the debriet'ing procedure, including 
the timing and information to be presented u subjects. 
Item F For subjects tmder the age of 14, indicate how informed consent from parents or legally authorized repre-
seniadves as well as from subjects will be obtained. 
Items G & H Specify the agency or insdtuuon thatmust approve the project If subjects in any outside agency or 
. , insdmdon.areinvolv^approvalmustbeobtainedpriortbbeginmngtheresearch,andtheletterofapproval 
' ^.VvrshouU.bfrfiledJ/.'v:"/!==^':^v r-v ;; 
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APPENDIX F: JOB TITLES LISTED IN HIRING SCENARIOS 
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JOBS LISTED FOR APPLICANT A: MERCHANDISING EMPHASIS 
(Each line represents responses from a different respondent) 
Merchandise Manager, Planning and control manager 
Executive training program 
Merchandiser, Buyer, Forecast analyst 
Planning, Allocation 
Entry level (buyers' assistant, allocator) 
Manager of production scheduling 
Merchandise analyst 




Product group manager. Merchandiser, Product development manager 
MIS administrator. Marketing support analyst. Finance, Assistant buyer 
Director of advertising 








Buyer, DMM or MIO 
Operations 
Merchdise planning; Merchandise development asst.. Asst. buyer 
Import coordinator 
Product development. Quality group 
Planner, Product development 
Merchandise analyst. Assistant buyer 
Assistant buyer, Merchandise allocator 
Buyer 
Operations planning trainee, Product development trainee 
VP of Marketing or Director of Business Planning 
VP/maktg, or director/business planning 
Entry level product development 
Merchant trainee program 
Merchant (buyer) 
Database marketing manager 
Production and scheduling. Management, Merchandising 
Planner/distributor, Merchandise analyst 
Merchandise manager. Merchandising assistant 
Marketing manager 
Product development 
Asst. buyer. Allocator or distributor (entry level) 
Buyer, Division merchandise manager 
"Inside" man, assisting head of merchandising 
Buying, MMS, Store asst. mgr-fast track to store mgr. 
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Jobs Listed for Applicant A--Continued 
Trainee in merchandize and design, Product development or Cost accouting 








Trim or material buyer 
Buyer 
Merchandising 
An entiy-level position in marketing/merchandising 
Management trainee. Distributor/planner 
Assistant buyer, Style and design coordinator 
Planning manager. Director of planning & allocation 
Buyer/store manager 
Technical product manager or Designer 
Merchandising, sales. Forecasting 
Low level or entiy level product/quality related positions 
Sales manager, Merchandising manager 
Entry-level product devel. specialist; Purchasing specialist; costing analyst 
Director of Product development. Product manager 
Marketing research & analysis; Merchandise planner. Inventory mgr. 
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JOBS LISTED FOR APPLICANT B; MARKETING EMPHASIS 
(Each line represents responses from a different respondent) 
Advertising or inventory management associate 
MBA Merchandising Program 
Marketing communications manager 
Entry level marketing 
Marketing services 
Marketing assistant, Marketing director. Operations assistant. Distribution 
Marketing services coordinator 
Marketing-sales 
Buyers assistant 
Marketing support analyst, Advertising, Import coordinator, Product 
devel. 
Buyer, Planner, Product manager 






Advertising media manager 
Sales promotion. Marketing, Management 
Sales, Marketing 
Business unit manager 
International licensing 
Management information analyst 
Assistant buyer. Merchandise allocator 
Buyer 
Sales/marketing trainee 
Vice President of International Services 





P & S, Management, Merchandising, Marketing 
Maybe an assisstant buyer 
Product manager 
Marketing manager-international 
Marketing dept. (entry level) 
Merchandising/Marketing Manager, International merchandising manager 
Buyer, or Assistant advertising planner 
Trainee, sales and marketing 
Sales and marketing manager 
Advertising manager. Marketing director 
Financial analyst 
Sales representative 
International contract sourcing 
Sales and sales support. Quick response 
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Marketing, Sales, Logistics and planning 
Jobs Listed for Applicant B: Marketing Emphasis-Continued 




Marketing research, Advertising, Entry level marketing 
Maiketing 
Marketing research or analysis-low level 
Marketing director 
In-house sales; Customer service specialist 
The President who is actually head of Marketing 
Merchant/Buyer, Market research analyst; Mail order mktg coordinator 
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JOBS LISTED FOR APPLICANT C: PRODUCTION 
EMPHASIS 
(Each line represents responses from a different respondent) 
Sourcing manager, industrial engineer, Q.C. manager 
Entry level 
Buyer, Assistant buyer. Operations assistant, Computer dept. 
VP product quality 
Qudity supervisor 
Manager of quality assurance. Product development manager 




Trainee or assistant technical designer 




Technical/Research and development group manager 
Manufacturing services 
Quality Assurance 
Quality control trainee 
Direcotr of Denim Services 
Entry level contract management 
Buyer 
Manager of quality control 
Asst. technical designer 
TQM, ISO, Quality control 
TQM, ISO, Quality control 
Buyer 
Pattern maker 
Director of quality assurance 
Production, design 
Quality control in DC, Inventory control 
Manufacturing manager. Production manager 
Product development 
Process specialist (process improvement function) 
Quality control 
Quality/patterns 
Entiy-level quality engineer or technician 
Quality assurance mgr 
ftoduct development 
Quality 
Quality assurance; entry level fit specialist or grader 
Buyer, QA analyst 
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JOBS LISTED FOR APPLICANT D: DESIGN EMPHASIS 
(Each line represents responses from a different respondent) 
Forecast analyst, Patternmaker 
Forecast analyst 
Entry level 
Buyer, Product development. Distribution, Quality control director. 
Operations 
Manager, marking & design 
Pattern & design 
Merchandiser 
Designer, Buyer 
Quality control, Product manager 
Possibly buying 
Designer, Automatic marking 
Product development 
Trainee pattern maker or Assistant technical designer 





Patternmaker, Merchandiser (product development). Designer 
Design 
Product development analyst 
Assistant buyer, Merchan^se allocator 
Director of ftoduct development 
Entry level designer 
Merchandise design (buyer) in a private label area 
CAD specialist 
Marketing 
Merchandise analyst, maybe Assisstant buyer. Merchandiser 
Pattern maker, Textile designer 
Material utilization manager 
Production, Design 
Product design, ftoduct development 





Research and development 
Production manager. Product development 
Product development 
Merchandising-Product standards 
Entry level CAD operator 
Manager, quality control 
Designer, buyer, QA analyst 
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APPENDIX G: MULTIPLE REGRESSION AND 
DISCRIMINANT ANALYSIS RESULTS 
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Table 1. Summary of Regression Analysis for Variables Predicting Organizations' 
Value of Master's Degree Through Hiring Practices 
Variables 5 SD f Prob. 
forr 
Model 1 
Intercep -7.446798 7.49817778 -0.993 0.3254 
AmtofEduc. 0.927431 0.57591847 1.610 0.1136 
(Respondent) 
Degree Type (of 0.682530 0.60776520 1.123 0.2668 
applicant) 
Coursework (of -0.885916 0.65042595 -1.362 0.1793 
applicant) 
Muc. Incentive 1^ 1.184745 0.79702251 1.486 0.1434 
Educ. Incentive 2'' 0.390752 0.75977799 0.514 0.6093 
Educ. Incentive 3^^ 0.776600 0.38006655 2.043 0.0463 
Hire Master's Graduate^ -0.645523 0.95993979 -0.672 0.5044 
Design Knowledge 0.023871 0.11202472 0.213 0.8321 
Merchandising 0.042694 0.12328626 0.346 0.7306 
Knowledge 
Business Related 0.022326 0.13042263 0.171 0.8648 
Knowledge 
Intellectud Abilities 0.198647 0.21752153 0.913 0.3655 
Interpersonal Skills -0.028268 0.22518886 -0.126 0.9006 
Hired T.«& A Master's 0.305981 0.83497088 0.366 0.7156 
Grad.e 
Education Level 0.584713 0.29955604 1.952 0.0566 
(Respondent) 
Employees 0.000031 0.00002219 1.419 0.1621 
Note: r2=.14 
^Allowing employees to reschedule working hours to take coursework for advanced 
degree. 
''Allowing employees to take time off during work to take coursework for advanced 
degree. 
^Organization provides tuition reimbursement for advanced degree coursework. 
^^Organization would hire Master's degree graduate if appropriate for job. 
eOrganization has hired textiles and apparel Master's graduate within the past five years. 
Variables B SD T Prob. 
for 7 
Model 2 
Intercep 4.734864 3.53744250 1.338 0.1852 
Amt.ofEduc. 1.038665 0.41592885 2.497 0.0149 
(Respondent) 
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Degree Type (of 0.864043 0.49866333 1.733 0.0877 
Applicant) 
Hired T.& A Master's 1.294681 0.66798802 1.9838 0.0568 
Grad.® 
Design Knowledge 0.071696 0.8337069 .860 0.3928 
Note: R2=.14, 
^Organization has hired textiles and apparel Master's graduate within the past five years. 
163 
Table 1. Continued 




Amt. of Educ. (of 
Applicant) 














Note: e2-i2, F Value=6.493, Prob. of F=,0024 
^Organization has hired textiles and apparel Master's graduate within the past five years. 
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Table 2. Results of Three-Group Discriminant Analysis 
Group Means 











la 42.4 18.5 5.0 3393 16.2 9.11 35.2 17.8 
8 2 .41 2 2 2 
2b 45.3 19.1 3.88 5317 15.9 10.0 33.8 20.8 
5 8 .65 5 8 8 7 
3C 37.2 19.1 4.46 1480 16.0 8.97 37.1 16.9 
5 3 4.17 1 8 9 
Total 40.3 18.9 4.52 9568 16.0 9.21 35.9 17.9 
3 5 .18 6 8 4 
Group Standard Deviations 
la 13.4 4.62 1,96 3479 3.51 3.03 7.38 3.27 
7 .31 
2b 12.9 1.42 .06 6037 2.90 3.24 7.50 2.80 
6 .82 
3c 11.9 3.30 1.58 2978 3.61 2.80 5.72 4.73 
9 2.17 
Total 12.9 3.51 1.62 2207 3.43 2.95 6.66 4.24 
2 9.77 
Note: Intellect.= Intellectual Abilities, Interp.=Interpersonal Skills, Merch.=Merchanciising 




Wilks' Lambda (CZ-Statistic) and Univariate F-Ratio with 2 and 91 Degrees of Freedom 
Variable Wilks' Lambda F Significance 
Age .93445 3.192 .0457 
Educ .99323 0.3099 .7343 
Degree .94388 2.705 .0722 
Employees .93981 2.914 .0593 
Intellectual .99903 0.4436E-01 .9566 
Abilities 
Interpersonal .98010 0.9238 .4007 
Skills 
Merchandising .96102 1.846 .1638 
Hiring Practices .88560 5.877 .0040 
Canonical Discriminant Functions 
165 
Function Eigenvalue % of Cumulative Canonical 
Variance % Corr 
T 35971 75l9 75:45 .5343856 
2 .12977 24.51 100 .3389192 
After Wilks' Chi-Squared D.F. Significance 
Function Lambda 
0 .6323679 40.100 16 .0008 
1 .8851337 10.676 7 .1534 
Table 2 Continued 
Standardized Canonical Discriminant Function Coefficients 


















Pooled within-groups correlations between discriminating variables and canonical 
discriminant functions (Variables ordered by size of 
correlation within function) 
Variables Function 1 Function 2 
Hiring Practices 0.54304* -0.29506 
Age 0.40954* 0.15466 
Merchandising -0.31457* -0.08819 
Knowledge 
Interpersonal Skills 0.20646* -0.15863 
Degree -0.12936 0.63769* 
Employees -0.32304 -0.41481* 
Education -0.02269 -0.22562* 
Intellectual Abilities 0.00185 0.08662* 
Unstandardized Canonical Discriminant Function Coefficients 
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Table 2. Continued 
Canonical Discriminant Functions Evaluated at Group Means (Group Centroids) 
Group Function 1 Function 2 
1 0.22150 0.51542 
2 1.12210 -0.40031 
3 -0.53124 -0.16962 
Classification results for cases selected for used in analysis 
Actual Group No. of Cases Predicted Group Membership 
Group 1 Group 2 Group 3 
Group 1 29 15 6 8 
51.7% 20.7% 27.6% 
Group 2 17 4 11 2 
23.5% 64.7% 11.8% 
Group 3 48 12 7 29 
25.0% 14.6% 60.4% 
Percent of "grouped cases correctly classified: 58.51% 
Prior probability for each group is 33.33% 
